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There are some mighty good tangible reasons why 
_you cannot afford to ignore 


The Star League 


(Indianapolis, Muncie and Terre Haute Stars) 








when you come to make up your advertising appropriatj 
for the Great Hoosier State. 


HERE ARE SOME OF THEM: 


They are delivered every morning a 
Sunday to nearly one-third of the ho 
in Indiana. 


double that of any daily newspaper publish 
in Indiana. 

They own exclusive Associated Press and 
Publishers Press morning franchises and 
have no morning competitors. 

The flat combination rate is fifteen cents 
per agate line—less than one-ninth of a cent 
per line per thousand circulation. 
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Many more reasons are enumerated in a little vest 
pocket map and folder. Send for it. 


The Star League 
Star Building Indianapolis, Ind. 


Cc. J. BILLSON, Manager Foreign Advertising 
Boyce Building, Chicago Tribune Building, New York 
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Is the Subscription Price of 


PRINTERS’ INK 
TOO HIGH ? 


The Little Schoolmaster is often assured that its annual subscription price 
of Five Dollars is too high for the average subscriber. It is argued that 
PRINTERS’ INK could gain subscribers in larger numbers were the price 
reduced—especially so among the smaller merchants and young men and 
women who interest themselves in the art of advertising. 

It should be borne in mind that the production of a weekly journal like 
PRINTERS’ INK involves a good deal of expense, and while there are those 
who would be willing to pay even a higher price annually than is charged 
now, it is probably equally true that to many the present price appears as a 
tax which they think too high. 

PRINTERS’ INK is willing to give this question a practical test. From 
this day until December 31, 1904, the annual subscription price to PRINTERS’ 


$2.00 CASH 


and hence annual subscriptions may be had for that price for any number of 
years, if prepaid on or before December 31, 1904. Trial subscriptions for 
six months will be accepted for One Dollar within the same time limit. 

Present subscribers may extend their subscriptions at the above rate 
($2.00 per year) for any length of time they care to prepay for Now. 

Large firms, publishers and proprietors of advertising schools, 
who wish to subscribe for the Little Schoolmaster for the benefit 
of retailers, local advertisers and pupils, may communicate with 
the business manager of “‘ Printers’ Ink ’’ for special club rates. 

Here is an opportunity to secure the best advertising journal in the 
world which no man or firm or newspaper publisher can afford to overlook. 
PRINTERS’ INK educates and develops advertisers, and no single factor in 
this country has done so much as the Little Schoolmaster to make American 
advertising what it is to-day, 


TO CANVASSERS: 


Canvassers who wish to take up the subscription sales of Printers’ Ink at the above rates 
will be allowed 50 per cent commission on every paid-in-advance order they send in, either 
annual or semi-annual. And above the commission stated the following inducements are 
offered: Cash prizes as below will be paid on January 10, 1905, to the canvassers who have 
sent in the largest number of annual paid-in-advance subscriptions. 

$100 for the largest number. $735 for the secund largest number. $50 for the third 
argest number, $265 for the fourth largest number. 

A canvasser is any person who takes the work in hand and sends in the cash for not less 
than three subscriptions, minus the 50 per cent commission. 


This offer is only good for the time stated and no longer. 
Address, with check, 
CHAS. J. ZINGG, Business Manager, 
‘* Printers’ Ink,” 10 Spruce Street, New York. 
September 28, 1904. 
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VoL. XLIX. 


THE NOVEMBER MAGA- 
ZINES. 


The amount of paid advertising 
carried by each of the leading 
monthlies for November is as fol- 
lows: 











Agate 
Pages Lines 
MoClate 6 sic scccdiese 186 42,526 
Everybody’s ........... 181 33,972 
Review of Reviews..... 174 39,672 
37,653 
35490 
355573 
29,112 
27,550 
24,440 
24.216 
23,940 
23,881 
23,606 
Country Life in America 
sacar sie<sas - 124 21,452 
Woman’s Home Com- 
panion (cols.) ........ 97 19,540 
Cosmopolitan .......... 85 19,380 
The World To-Day .... 83 19,256 
Success (cols.)........+. 107 18,520 
Sree 76 17,328 
Atlantic Monthly....... 77° (17,181 
Pearson’s ........ coo! "QR wee 
Harper’s Bazaar 14,944 
Outing 14,034 
Good Housekeeping.... 14,592 
MEME ins tina hasoxsp 60 14,404 
Ladies’ World (cols.)..... 68 13,789 
Designer (cols.) ........ 87 11,658 
APROBy.....cccccccvoves 50 11,500 
aa 47 11,148 
Lippincott’s............ 45 10,350 
CBT a sn wiece cents 36 8,236 
* * * 


These thirty-one magazines print 
in November a grand total of 3,128 
pages of paid advertising, or 673,- 
189 lines. Though there is a wide 
difference in rates, it is fair to cal- 
culate the average cost per line at 
$1.50. At this average rate of $1.50 
per agate line there were spent in 
the thirty-one magazines listed 
above the sum of $1,009,783. More 
than a million dollars in one month, 
and that month by no means the 
heaviest of the year! The com- 
missions paid advertising agents 
on this business, taking the mini- 
mum of ten per cent., was in ex- 
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cess of $100,000. If each of these 
thirty-one magazines had the good 
fortune to circulate 1,000,000 cop- 
ies per issue, and could charge for 
space the Ladies’ Home Journal 
rate of $6 per line, the total re- 
ceipts for a month would be $3,- 
829,034—nearly four million dol- 
lars, Yet this by no means repre- 
sents all of the expenditure for 
magazine advertising, There are 
many lesser magazines not enum- 
erated, as well as others that fall 
into certain classes, like the liter- 
ary monthlies, outdoor and physi- 
cal culture magazines and others 
carrying special rather than general 
advertising. Furthermore, there 
are the weeklies like Collier’s, the 
Saturday Evening Post, etc. The 
Saturday Evening Post carries in 
its four issues per month more ad- 
vertising than any monthly or 
weekly publication, and according 
to the latest calculations of Condé 
Nast, Collier's is third in the vol- 
ume of magazine business, exceed- 
ing all the monthlies except Mc- 
Clure’s. 
* * 

In McClure’s this month, by 
rough count, there are 450 separ- 
ate advertisers, or an average of 
two and a half announcements per 
page. Apply this average to the 
whole mass of advertising in the 
above thirty-one publications, and 
there are, theoretically, 7,620 separ- 
ate advertisers. But the percentage 
of duplication is so great in maga- 
zine publicity that perhaps this 
number of separate announcements 
represents no more than 2,000 in- 
dividual business houses. In that 
event, the average expenditure for 
magazine space in the above list 
would be $500, or the very reason- 
able advertising appropriation per 
advertiser of $6,000 per year. What 
amount of gross business in the 
shape of results does this volume 
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of advertising bring? Each one of 
these advertisers hopes to get his 
money back. Perhaps ninety per 
cent. of them are experienced buy- 
ers of magazine space, to whom 
advertising is a regular, profitable 
expenditure. Five per cent. of 
gross sales is said to be a fair and 
safe proportion to expend in ad- 
vertising a business. Reckoning on 
a basis of five per cent., then the 
advertising of these thirty-one No- 
vember. magazines must return to 
this month the firms that bought 
the space the magnificent total of 
$20,000,000 in sales, or nearly a 
quarter of a billion dollars per 
year. These are large figures. But 
they indicate nothing phenomenal 
—only ordinary business practice 
in this country of advertising. Ver- 
ily, we are an enterprising nation, 
living in a day of large things. 
* * * 


The feature of November maga- 
zines is the political advertising of 
the Republican party. Twenty- 
seven mediums were used, and the 
copy was prepared with a keen re- 
gard for the circulation of each. 
In some the advertising is con- 
fined to a single page, while in oth- 
ers it runs to four pages. In mag- 
azines like the Review of Reviews 
stress has been laid on the party’s 
platform. In the Ladies’ Home 
Journal and Delineator interest 
centers on portraits of President 
Roosevelt and his family, while the 
text deals with his home ideals, 
family life and children. A full 
page is occupied in the Ladies’ 
Home Journal. Does this mean 
that the Republican party believes 
women influence votes, or that the 
magazine is read by men? From 
the nature of the copy used in 
women’s magazines it would seem 
that it was prepared in the former 
belief. 

% * * 

One of the growing monthiies 
is the Metropolitan Magazine. In 
October it was fifteenth in point of 
advertising carried. In November 
it is tenth. Both the editorial and 
advertising departments have been 
greatly strengthened since the 
Metropolitan passed under the 
management of R. H. Russell. In 
the latest American Newspaper 
Directoty it is credited with a 


monthly average of 151,666 for the 
year ending with March, 1904. The 
Christmas issue is to be not less 
than 250,000 copies, according to 
the publisher, and it is stated that 
the present circulation is not less 
than 240,000. On January 1 the 
Metropolitan’s advertising rate will 
be increased to $1.50 a line, $250 a 
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Don’ t Vote 


until you have read ‘the two meet 
remarkable personal articles ever 
written during a Presidential Cam. 
paign. They deal with 


ROOSEVELT 
PARKER 


and are by W. Bourke Cockran and 
-Alfred Henry Lewis in the great 
November Election Number of the 
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Metropolitan Magazine 











page. Considerable newspaper ad- 
vertising has been done to increase 
circulation. One of the notable 
magazine advertisements of the 
month was that calling attention 
to the Metropolitan’s political is- 
sue, in the form of a ballot. 
* * * 

With its Christmas issue the 
newsstand price of the Ladies’ 
Home Journal goes up to fifteen 
cents, though the subscription rate 
remains at one dollar. This will 
tend to increase subscriptions, 
probably. It is pointed out that 
while the cost of paper, labor and 
other factors in the making of the 
magazine have increased in cost, 
the price has never been raised; 
also that whereas ten cents was 
established as the price fifteen 
years ago, when the magazine nev- 
er ran over thirty-two pages, the 
present issue is never less than 

(Continued on page 6.» 
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Little Lessons in Publicity.—New Series.—B. 





The Timeto Create Interest 








The depressing effect of the Presidential election 
on general business conditions has passed and ad- 
vertisers may expect a reaction that will result in 
exceptional profit to them, if their commodities are 
given judicious publicity. The feeling of uncer- 
tainty has abated and the interest of the public is 
ready to be awakened to a greater degree than at 
any other period of the past four years. 


In five important cities of America—Washing- 
ton, Baltimore, Indianapolis, Montreal and Minn- 
eapolis—the mediums representing judicious, and 
therefore profitable, publicity are 


THE WASHINGTON STAR 
THE BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 
THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 


You can interest the purchasing classes of the 
cities mentioned through the columns of these high- 
grade, home, evening dailies and you will have no 
better opportunity than NOW. 


DAN A. CARROLL, 


Special Representative, 


Tribune Building Tribune Building 
New York Chicago 
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forty, and often runs as high as 
seventy-two. The large magazine 
increases freight charges paid by 
newsdealers, reducing their small 
margin of profit. It is likely that 
while the increase will tend to 
bring in more subscriptions, it will 
also increase newsdealers’ profits, 
even though sales are lowered tem- 
porarily, It is stated that there is 
no profit on subscriptions for this 
monthly at one dollar, 
other ten cent magazines, with 
smaller and more costly manufac- 
turing facilities than the Ladies’ 
Home Journal do business on the 
same basis, depending on adver- 
tising for their profit. The tenden- 
cy is ever toward better and better 
magazines. The public is willing 
to pay for the magazine it wants. 
The ten cent monthly, which has 
played so prodigious a part in fos- 
tering the reading habit and the 
habit of purchasing advertised 
commodities, may eventually meta- 
morphose into the fifteen cent mag- 

azine. 

* * * 

Everybody's now claims the 
largest newsstand circulation ever 
attained by any magazine, any- 
where, of any class, at any price. 
This is a very definite claim, and a 
large one, but appears to be well 
founded. The Delineator and La- 
dies’ Home Journal have larger 
subscription lists, but Ridgway & 
Thayer hope to beat them out at 
their own game by building up a 
force of canvassers. It is said that 
a staff of 10,000 will have been or- 
ganized by the end of the present 
year. The subscription canvasser 
is a power. He (or she) gets 
stable circulation at a lower cost 
than any other agency, save one. 
The -exception is found in the 
method of circulating that most 
profitable of all the general maga- 
zines—the Saturday Evening Post. 
It’s a mighty small town that 
hasn’t its force of Saturday Even- 
ing Post carriers, and it will prob- 
ably be a long time before any ma- 
gazine publisher invents a_ better 
method of getting circulation and 
keeping it. 
—™“ * 


As newspapers look to billboard 
advertising for circulation, so the 
magazines depend on newspaper . 


Probably h 
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advertising to attract readers, 
There are few commodities in po- 
sition to profit so greatly by a 
little well placed newspaper pub- 
licity. Where the manufacturer of 
a general commodity must build up 
a comprehensive system of dis- 
tribution among jobbers and re- 
tailers, and at an expense so great 
that he can cover the country only 
by sections, the magazine publisher 
as a vast distributive system 
ready to his hand in the news com- 
panies, at no cost whatever. One- 
tenth the cost of sending traveling 
men through a single State to 
place a food product with retailers 
will make a national showing in 
the newspapers for a magazine. 
Then, there is less competition 
among magazines, for while all are 
really in a large game of rivalry, 
the newsdealer never suggests to 
the man who asks for Harper's 
that the Century will probably suit 
him just as well. There have been 
only two or three instances of sub- 
stitution in the magazine field, and 
in these cases the original maga- 
zine has been benefited by its sub- 
stitute. 
* * * 

How far a little active promo- 
tion will go in the affairs of a State 
is shown in the Review of Reviews’ 
article on “Iowa’s Campaign for 
Better Corn,” in the November is- 
sue. Between thirty and forty per 
cent. of the seed corn planted in 
that State was found to be of vital- 
ity too low to germinate, with the 
consequence that only a 6,000,000 
acre crop was raised on 9,000.000 
acres of corn land. The Rock 
Island Railroad started a campaign 
of education in selecting good seed, 
running special corn trains through 
the State and giving lectures to 
farmers. Literature was also dis- 
tributed, and an efficient press ser- 
vice organized. The “corn spec- 
ials” attracted so much attention 
the first year that the Burlington 
management put on similar trains, 
and the Iowa Grain Dealers’ Asso- 
ciation is distributing seed-corn 
bulletins. The corn crop of Towa 
exceeds in value all other crops by 
$14,000,000, and dominates all other 
industries in the State, 

* * * 


Good Housckeeping, published in 
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Springfield, Mass., has just in- 
stalled one of the latest types of 
magazine presses in its mechanical 
plant. This monster is capable of 
turning out sixty-four magazine 
pages of standard size in two 
colors, delivering them folded in 
signatures of sixteen pages each. 
Only one other press like it has 
been built so far, that being in use 
on McClure’s. Good Housekeeping 
is among the magazines that refuse 
medical advertising, and also 
among those that refunds money 
that any of its readers may lose 
through fraudulent advertising ap- 
pearing in, its columns. ‘ 


The November Delineator con- 
tains a full description of the new 
Butterick Building, at Spring, 
Macdougal and Vandam streets, 
New York. Pictures by Vernon 
Howe Bailey show the details of 
offices and mechanical plant. 
Eighty-six rotary presses are re- 
quired in printing the “Butterick 
Trio,” eating up forty-five tons of 
white paper per day, and every- 








thing else about the new building 
is on a similar scale. The largest 
sign in the world is on the wall of 
the Butterick Building facing the 
North River. Consisting of the 
single word “Butterick,” the letters 
are fifty-four feet high, with a 


sixty-eight foot “B.” Outlined 
with 1,200 incandescent lights, it 
dominates New York harbor at 
night. 





Publishers’ Advertising 


More publishers’ advertising 
appears in THE CHICAGO REc- 
ORD-HERALD than in any other 
newspaper in the entire West. 
Book reviews are a daily feature. 


Quality and Quantity 


The daily RECORD-HERALD has 
the largest circulation of any 
newspaper in the United States 
selling for more than one cent, 
whether morning or evening. 
Average daily cir- 
culation for nine dG 06 
months, 1904 a 
Average Sunday 
circulation for 198 26] 
a 


nine months, 1904 


Annual Book Number 


The Annual Book Number of 
THE RECORD-HERALD will ap- 
pear on Saturday, November 26. 











FOR ADWRITERS. 
TEMPLE, TEXAS, Oct. 26, 1904. 
Editor of Printers’ INK: 

In looking through Printers’ Inx [| 
fail to see a single real estate advertise- 
ment and would take it as a favor if 
you would give me the address of some 
one that makes it a specialty in writing 
real estate advertisements. 

Yours truly, 
Joun A. CoLe. 
ee Pe eer eT 

Tue familiar series of diagrams that 
show how to tie a cravat have been re- 
inforced with human figures in a show 
card sent out by Squiers, Vandervoort 
& Co., makers of neckwear, 297 Frank- 
lin street, New York. The idea is good, 
but the pictures in this case have a 
touch of the vulgar. 

+e 

Neat samples of malted milk lunch 
tablets are sent out from the laboratory 
of Horlick’s Food Co., Racine, Wis., ac- 
companied by literature ee their 
nourishing properties. The method 
seems right for reaching busy men. 











Che lo 








nigomerp- Advertiser. 


**Alabama’s Only Metropolitan Newspaper.’’ 


Sworn Net Paid Circulation for 1903: Daily, 11,071; Sunday, 15,051 3 
Weekly, 13,567. Accorded Double Golden Symbol (@@) by 
The American Newspaper Directory. 
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ON THE JUDICIOUS AR- 
RANGEMENT OF DE- 
PARTMENTS, 


Half the battle in a department 
store is won if the store be ar- 
ranged judiciously. Take two 
stores, absolutely identical in size, 
merchandise and the class of trade 
catered to, and one store properly 
arranged will do ten per cent more 
business than the other, whose ar- 
rangement is not so carefully 
thought out. 

Goods for sale in a department 
store naturally divide themselves 
into two classes—necessities and 
luxuries. In the first class come 
the dress goods, wash fabrics, 
cloaks and suits, house-furnishings, 
carpets, blankets, shoes, underwear, 
and the like. In the second class 
belong jewelry, fancy leather 
goods, laces, women’s neckwear, 
silverware, toilet articles and no- 
tions. The safe rule to follow is: 
“Necessities to the background; 
luxuries to the foreground.” 

And the reason back of this is 
very easy of comprehension, Peo- 
ple who buy necessities do so be- 
cause they need them and will 
go after them; people who buy 
jewelry, or belts, or lace stocks, or 
needles, or silverware, do so, in 
nine cases out of ten, because they 
see them and decide to purchase 
them. 

Therefore, if a store has a center 
aisle—and every well-planned de- 
partment store has one—the “lux- 
ury” departments should be ar- 
ranged along such an aisle, so that 
casual visitors will be attracted to 
them, The “necessity” depart- 
ments can be placed elsewhere in 
the order of their importance. 

“Bargain tables” are an import- 
ant item in the business of the 
modern department store. Dis- 
posed along the main thorough- 
fares they can, by judicious adver- 
tising, be made to reap rich re- 
turns, And, peculiar though it 
may seem, practically seventy-five 
per cent of the returns may be 
counted as “velvet.” The same 





goods at the same prices in the 
respective departments will not sell 
one-tenth as fast as when displayed 
on a bargain table on a thorough- 
fare aisle, 
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It is a good plan, too, if some 
corner of the store be practically 
deserted, to establish a bargain 
table there, give it a distinctive 
title, such as “Bargain Corner” or 
“The Special Spot,” put the best 
bargains there and advertise them 
judiciously. The results will be 
surprising. The writer knows of 
one case where this was done, with 
the result that a counter almost 
deserted was made to yield over 
$10,000 yearly. Of course, the 
bargains must be genuine. 

Where a department store caters 
to men, care must be taken in the 
disposition of the men’s depart- 
ments. Men will not plough 
through crowds of women to make 
their purchases. Therefore men’s 
departments, such as clothing, hats, 
shoes and furnishings—especially 
the latter—must be located close to 
the entrances, and easy of access, 
Furthermore, wherever possible, 
male salespeople should be provid- 
ed, and extra care must be taken 
to see that packages and change 
are given out quickly. 

The average male shopper wants 
men tO wait on him, and he is us- 
ually in a hurry. Also, he has an 
instinctive dislike and distrust of 
department stores, which must be 
overcome. Convenience and quick 
service, together with the- more or 
less complete isolation of the men’s 
departments, are the best means of 
doing this. 

The problem of store arrange- 
ment has nothing to do with adver- 
tising, except in so far as it helps or 
hinders the work of the advertise- 
ments. A good ad may fall flat if 
the department offering the goods 
is inconvenient of access, and ad- 
vertising expenditure may often be 
directed to more profitable chan- 
nels where the goods that sell 
themselves, so to speak, are placed 
where they can be seen by the 
greatest number of possible buyers. 

The matter is worthy of atten- 
tion by every department store ad- 
vertising man, because he, of all 
others, with his keen insight into 
human nature, is best qualified to 
suggest changes in store geography 
which may make many thousands 
of dollars difference to his em- 
ployers, JAMES W. PEMBERTON. 
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In Philadelphia there are over 
230,000 homes. The circulation 
of “The Bulletin’ during the 





month of September, after de- 
ducting all damaged, unsold and 
returned copies was 185,017 
copies per day. 

When the number of undesir- 
able homes are deducted from 
this total it would seem that 
“The Bulletin” every evening 
goes into nearly every buying 


home in Philadelphia, 
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PHARMACY AT THE 
WORLD’S FAIR. 


Of all the special numbers issued 
by magazines to commemorate the 
St. Louis exposition, none will 
compare with that of the National 
Druggist, of St. Louis. In the Oc- 
tober issue of this well known 
trade journal the subject of phar- 
macy as treated at the World’s 
Fair is taken up in a most exhaus- 
tive way. In 160 pages of text 
more than a hundred exhibits in 
pharmacy are shown and described. 
From the highly scientific exhibits 
of German and American pharma- 
ceutical manufacturing houses to 
the drug exhibit of China, with its 
“thunder pills,” magpie’s dung and 
salted scorpions, the whole subject 
of drugs has been covered with a 
completeness possible only at so 
comprehensive an exhibition. Be- 
sides explaining exhibits, the edi- 
tors have also dealt with processes, 
methods of growing medicinal 
plants, the histories of well known 
drugs and drug houses. Rare dis- 
crimination has been used to avoid 


the familiar “write-up” features 
that usually distinguish such spe- 
cial issues, and the number is in 
every sense a document for infor- 
niation, to be preserved. 

The National Druggist is one of 
the few trade journals bearing the 


American Newspaper Directory 
gold marks and one of the few 
pharmaceutical journals that open- 
ly states its circulation. In the 
1904 issue of the Directory its 
monthly average is stated as 7,500 
for the year 1903, The journal 
has an Eastern office at 59 Maiden 
Lane New York, in charge of D. 
H. Newhall, who said the other 
day to a Printers’ INK reporter: 

“With one exception the Nation- 
al Druggist carries more paid ad- 
vertising than any other pharma- 
ceutical journal in the world. It is 
surpassed in volume of business 
only by the Chemist and Druggist, 
of London, England. The Nation- 
al Druggist has always stated its 
circulation to its advertisers and 
Rowell’s American Newspaper Di- 
rectory, but the opinions of Mr. 
Henry R. Strong. the editor and 
proprietor, on this matter, are 
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against any emphasis on quantity 
of circulation. We tell circula- 
tion, write it in letters, state it to 
the Directory, but never brag about 
it. The National Druggist reaches 
one-fourth of all the drug stores in 
the United States, however, and 
this may be regarded as the cream 
of that trade. It is believed by 
some advertisers that because our 
journal is published in St. Louis 
we have no Eastern circulation, As 
a matter of fact, we have a large 
list in New York and Pennsyl- 
vania, worked up by subscription 
canvassers. While New England 
has never been canvassed vigorous- 
ly, and we make no claims to a 
great circulation in that section, 
practically all territory throughout 
the rest of the East, with the Mid- 
dle West and West, is covered 
completely by the National Drug- 
gist. One feature of the journal 
very attractive to pharmacists, and 
one to be found in no other, js 
our monthly list of ‘New Rem- 
edies, which describes substances 
and medicinal agents prescribed by 
physicians, but not yet incorporat- 
ed into the official Materia Medica. 
In this department are given names 
and synonyis, price, dose, solvents 
and general description, with uses. 
It is therefore a supplement to 
standard pharmaceutical works, 
and every up-to-date druggist 
needs the National Druggist 
monthly as a book of reference. 
The National Druggist has also 
been active in fighting substitution. 
It was first to oppose the practice, 
common years ago, of revealing 
what purported to be the formulas 
of advertised remedies, for no such 
formula is worth the paper it is 
printed on—an organic compound 
cannot be accurately analyzed. It 
has always stood for the integrity 
of trademarks, the punishment of 
piracy of remedies in demand, the 
suppression of substitutes, counter- 
feits and imitations, and has work- 
ed steadily to help the proprietary 
advertiser reap the full profit of 
his investment.” 
+> —___ 

_A FINE little dress book for distribu- 
tion among men is sent out by Good- 
speed & Son, Ann Arbor, Mich. With 
stock cuts and comparatively little ex- 


pense for gen | a brochure fit to go 
to the college trade has been evolved, 
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Ever smoke two cigars at one 
time? It’s the only way to 
judge cigars. Smoke one you 
know, and the one you want to 
compare with it, at the same 
time. ‘That’s the way experts 
judge tobacco.. 

Come to my office 
and bring one of the 
cigars you usually 
smoke. I’ll give you 
one of mine to try 
with it. I'll show you 
a busy factory, and 
show you how all the 
cigars J make are sold 
by the nundred direct 
to the men who smoke Sieg 
them, without the j 
profits, rents and 
salaries of the jobber, 
salesmen and retailer 
tacked on to my own 
profit. 

It’s worth trying! 

If yor, cannot do that 
telephone Walnut 
1518 D, and I will de- 
liver to you one hun- 
dred Shivers’ Bane- 
telas for $5.00. You 
may smoke ten of 
them and if ‘you are 
not in every way 
pleased, send me 
word and I will send 
for the cigars and re- 
turn the entire $5.00. 

If you are fond of a good 
cigar, and at the same time save 
money, what possible risk can 
you run by trying one hundred? 

My name goes on every box 
of cigars I make. I have only 
one name, and I can’t let my 
cigars run down in quality, or 
I’d lose my good name and my 
business, 


HERBERT D. SHIVERS, Inc., 


Manufacturer of Fine Cigars. 
906 Filbert St. Philadelphia, Pa. 


WEEKLY AD CONTEST, 
THIRTY-SECOND WEEK. 


In response to the weekly ad 
contest fifty-eight advertisements 
were received in time for report 
in this issue of Printers’ INK, 
and it may be of interest to men- 
tion that more correspondents do 
now make intelligent comments on 
their efforts submitted than for- 
merly. A competitor should not 
only clip an ad which attracted his 
attention and send it in, but he 
should state reasons why his 
selection ouglt to be considered 
a good one. Some competitors 
continue to be careless, they state 
their name, but omit to state where 
and when the advertisement had 
insertion and for this reason they 
fail to receive consideration. The 
advertisement reproduced in the 
adjoining column was deemed best 
of all submitted this week, It was 
sent in by Marcus Smith, of the 
copy department of N. W. "Ayer & 
Son, 300-308 Chestnut St., Phil- 
adelphia, and it appeared in the 
Evening Bulletin of that city of 
October 19, 1904. A coupon good 
for a yearly paid-in-advance sub- 
scription to PRINTERS’ INK was 
sent to Mr. Smith as provided in 
the conditions which govern this 
contest, viz: Any reader may sub- 
mit an advertisement which he or 
she notices in any petiodical. The 
name of the sender, the name and 
date of the paper in which the ad 
had insertion must be fully stated. 
The ad selected as the best sub- 
mitted during a week wili be repro- 
duced in Printers’ INK, if possible, 
and credit will be given to the 
sender and to the paper in which 
the ad had insertion. And as a 
further recognition for the effort 
made, a coupon good for a paid- 
in-advance subscription to Print- 
ERS’ INK will Le sent to the person 
who sends the best ad each week. 

Bari Bt erat. 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints rage but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere, 
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A PLEA FOR BETTER THE- 
ATRICAL ADVERTISING. 


While nearly all other kinds of 
advertising seem to be following 
the trend of modern thought— 
while they show the acceptance of 
the modern doctrine that good ad- 
vertising consists in telling the 
truth clearly, forcibly, and in neat 
type, with only enough display to 
emphasize important features—the 
newspaper advertising of theaters 
and amusements generally is ap- 
parently just where it was twenty 
years ago. 

A glance at the amusement col- 
umns of any of the metropolitan 
Sunday papers will confirm this. A 
jangle of black type; display of 
the “backwoods weekly” order; no 
attempt at tasteful arrangement; 
no attempt to appeal to the reason- 
ing powers of the reader—just a 
multitude of ugly ads, shouting 
like the side-show men at a circus, 
each trying to out-shout his com- 
petitors. Truly, a sad contrast to 


the clear, well-worded, tasteful ads 
which abound in other sections of 


the same papers. 

Just why this should be the case 
is hard to explain. Theatrical 
men, as a rule, are most progres- 
sive. They are quick to see the 
value of novelties. Expense is no 
object to them—they know they 
must spend money in order to 
make money. Yet, when it comes 
to advertising, they are content to 
adhere to a style that other busi- 
ness men found wanting two de- 
cades ago. 

It is about ten years since book 
publishers awoke to the value of 
modern advertising, and learned 
that the effective advertising of 
books meant more than the an- 
nouncement, in heavy gothic type, 
of the title, the author, the price 
and the date of the publication. 
To-day book advertising stands on 
a par with that of any other line. 
Books are treated as merchandise 
—they are described in such a way 
as to arouse the interest of the 
possible buyer. The author’s name 
is subordinated to a sketch of the 
plot—press notices are treated with 
less courtesy, because the public is 
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known to realize that press notices 
are often bought and paid for, 
In short, book advertising is on a 
sane basis. 

There is no reason why amuse- 
ment advertising should not get on 
such a basis. ‘There is nothing 
which offers such a wide field for 
interesting “copy.” There are a 
thousand things to be said about 
every production. Some interest- 
ing scene—some especially effec- 
tive song or dance—a brief, curi- 
osity-inspiring resume of the whole 
performance—any of these would 
‘be more likely to attract public at- 
tention than the announcement 
that “Mr. James Johnson presents 
Mr. John Smith in the newest 
musical play, The Duke of Ballin- 
drochater, 40 in the cast 40.” 

Good advertising won’t save a 
bad production—but many a good 
play has been damned by the critics 
because of a small, unenthusiastic 
first night audience. Good adver- 
tising will bring the audience— 
after that, it’s up to the play. 

Some bright theatrical man is 
going to discover this some day, 
and the one who discovers it first 
will reap the biggest harvest, be- 
cause one even moderately good 
amusement ad, well written and 
tastefully displayed, will stand 
head and shoulders above the bal- 
ance of the unsightly, unattractive 
announcements that now appear in 
the amusement columns of the 
Americait press, 

JAMES W. PEMBERTON. 


ne ea 
READY-MADE PLATES. 
797 Pacific Street, 

Brooxtyn, N. Y., October 26, 1904. 
Editor of Printers’ INK: 

Would you kindly favor me with the 
names of some reliable concerns supply- 
ing ready-made plates for newspapers, 
(something all ready.) Not ready prints 
but something up-to-date. 

We are just starting out in this line. 

Please let us know the subscription 
price of — paper; surmise it is the 
thin we need. 

Fieshion ve you for the trouble and if 
we could reciprocate, would readily do 
sO. Respectfully yours, 

Witiram §. Jones, Publisher. 
chet! lg ee 

Stoux City, Iowa, is to have three 
great packing house plants, ensuring the 
city’s industrial future. Willard L. 
Frost, real estate, that city, uses views 
of the plants and statistics to call at- 
tention to Sioux City realty, 
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A Roll of Honor 





(SECOND YEAR.) 
No amount of mouey can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper cones Oe oars submitted for 





that edition of the Directory a detailed cir 


uly signed and dated; 


also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (*). 


These are generally regarded the publishers who believe that an advertiser has aright 


to know what he pays his hard cash for. 


Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the | pees meg? sends a statement in detail, properly signed and 


dated, covering the additiona! 
paper Directory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. for 1908, 
1,661. Republic, weekly aver. 193, 2,216, 
Birmingham, Ledger. dy. Average for 1903, 
16,670. £. Katz., Special Agent, N. Y. 


ARIZONA. 


Phoenix, Republican. Daily average for 1903. 
6,088. Chus. T. Logan Special Agency, N. Y. 


ARKANSAS. 
Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. «actual average 1903, 10,000, 


Fort Smith, Times, daily. In 1902 no issue less 
than 1.000, Actual average for August, 
September, October, 193, 8,209. 

Little Rock, Baptist Advance, wy. Av. 7/903, 
4,550. Nine mouths ending Oct. 27, 1904, 5,111. 


CALIFORNIA. 


Freano, Morning Republican, daily. Aver. 1903, 
5,160, March, 6,250, E. Katz, Sp, Ag., N.Y. 

Mountain View, Signs of the Times. Actual 
weekly average for 1903, 82,842. 

Redianda, Facts, daily. 
1903 1.456, No weekly. 

San Franelseo, Cail, a’y and 8’y. J. D. Spreck- 
els. Actual daily average for year ending Sept., 
1904, 62, 106; Sunday, 86,780. 

San Jose, Pacific Tree and Vine, mo. 
Rohannan, Actual average, 1903, 6,185. 
three mouths, 1904, 8,166, 


COLORADO. 

Denver, lost, daily. Post Printing and Pub- 
ishing Co. Average for 1903, 88,798. Average 
or August, 1904, 45,064, Main, 8,716. 
&@” The absolute correctness of the latest 

circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 
ts ee la 


Meriden, Morning Record and Republican. 
daily average for 1903, 7.582. 


New Haven, Evening Kegister. daily. actual 
av, for 1903,18,571; Sunday, 11,292, 


Daily average for 


WwW. G. 
First 





period, in accordance with the rules of the American News- 


New Haven, Goldsmith and Silversmith, 
monthly. Actual average Sor 1903, 7,817. 

New Haven, Palladium, daily. Average for 
1903, ¢,68b. E. Katz, Special agent.N. Yo 

New Haven, Union. Av. 193, 15,827. first 3 
mos. 1904, 15,942. H. Katz, Special Agent, N. Y. 

New London. Day, ev’g. Arer, 1903, 5,618. 
June, 194, 6,049. E. Katz, Spec. Ad. Agt., N.Y. 

Norwalk, Evening Hour. Daily average year 
ending June /, 1904, $,188 (3). 

Norwich. Bulletin, morning. Average for 1903, 
4,988; first six months 1904, 5,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 

Waterbury, Repubtican. Daily average 1903, 
5,846. La Coste & Maxwell. Spec, Agts, N. Y. 


DELAWARE, 


Wilmington, Every Evening. Average guar- 
anteed circulation for 1903, 10,784, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, daily. Ev. Star News- 
paper Co. Average for 193, 84,088 (© ©). 


National Tribune, weekly. Average for 1902 
104,599. First si mos. 1903, 112,268. 
Smith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 


Jacksonville, Metropolis, daily. Aver. 
8,398. EF. Katz, Special Agent, New York, 


GEORGIA. 
Atlanta, Journal, dy. Av. 1903,88,928. Sept. 
1904, 44,808. Semi-weekly 45,867, 


Atlanta, News. Actual daily average, 1903, 
20.104, 


Average April, 1904, 26,547. 

Atlanta, Southern Cultivator, agriculture. 
semi-mo. Actual a for 1903, 80,125. Aver- 
age jirst six months 1904, 88,666. 


IDAHO. 
Boise, Capital News, d’y and wy. Capital News 
Ptg. Co., xe. Aver, 1903, daily 2,761, weekly 
8,475. rst 6 mos, 1904, dy. 8,016, wy. 8.868. 


ILLINOIS. 

Aurora, News. Twelve months ending Sept. 
1904, daily average 5,614. 

Cairo, Bulletin. Datiy and Pom | average 
1904 to Sept. 30,1,8%4; month of Sept., 2,168. 

Cairo, Citizen. Daily average 1903, 818; week- 
ly, 1,110. First eight months 1904, daily, 1,203 
weekly, 1,125. August, 1904, daily 1,281. 

Champaign, News. First four months 1904, 
no day’s issue of less than 2,600, 


1908, 
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Ohieago, Alkaloidal Bg ne ag Dr W. 


©. Abbott, pub.; 8. Jlough, adv. mgr. 
Quaranteed arudatien 80,000 copies, reaching 


over ee of the American medical pro- 
Session 


Ohleago, Bakers’ Helper, month) H. R. 
o id ? iper, (OO. 


verage for 1903, 4,175 

Chicago, Breeders’ Gazette, task farm,week- 
ly, Sanders Pub. Co. Actual average for ‘90s 

7,880, 39 weeks ending Sept., %, 1904, 68,157. 

- 0, Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000, 

Chicago, Farmers’ Voice. Actual weekly aver- 
age year ending September, 1904, 22,802 (>). 

Ohteago, Grain Dealers Journal, s.mo. (Grain 
Dealers Company. Av. for 1908, 4,354 (@O0). 

Chicago. Greee Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 

Ohicago, Journal a Med. A Wy. av. 
1903, 28,615, July, Aug., Sept., 7 0s, 82,381, 

Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 

Chieago, National Harness Review, mo, Av. 
oa 1902, 5,291. First 8 mos, 1903, 6,250, 

Ihicago, Record- ‘Herald. Average for 1903, 
aan 154,218, Sunday 191,817. # 

Chieago, Reteies s Journal, monthly. Pre- 
sent circulation 0. 

COPY. ‘OF AFFIDAVIT. 

I, R. G@. Galusho, manager of ‘the Western 
Newspaper Union, Chicago, lil.,do hereby cer- 
tify that we have printed for the RETAILERS’ 
JournaL during the months of June, July, 
August, September and October, 1904, an average 
of 10,700 copies per issue. R. G. GALUSHO. 
worn to and subscribed betore me 
(Skat) this ae x | 6th, 1904, 

G. Brown, Notary Public. 

Kewanee, star-Gonner Av. for 1903, daily 
8,088, wy. 1,414. Daily ist 5 mos, '04,8,296. 

La Salle, pg feomion, Polish, weekly. 
Average 1903, 1,805. 

Peoria, Star, eveni ana Gundey morning. 
Actual sworn average for 1903, 22,197. 

Roekford, Republic, ots, Actual average 
Sor 1903,6,540. La Voste & Maxwell, N. Y. 


INDIANA. 

Evansville, Journal-News. Av. for 1903, d’y 
18,852, S’'y 14,120. E. Katz,Sp. Agt., N.Y. 

Goshen. Cooking Club, monthly. Average for 
1903, 26.878. A A persisten ‘ent a. ny as Use 
wives every issue for dai daily reference 

Indianapolis, News, dy. Aver. net sales in 1903, 
69,885, August, 1104, 78,8: 841. 

Indianapolis, Star. Av net sales for 
returns and unsold copies deducted), 86,8 ree 

Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. end, June 30, ’v4, &,¢41. 

Munele,Star. Average net sales for Sept. (all 
returns and unsold copies deducted) 27, $64, 

Notre Dame. The Ave Maria, Catholic weekly 
= a —_ Sor 193, 24,082. 

Rie Sworn av, 1903, dy. 
8,81 r For Feb "1906, , 3.944, 

South Rend. Tribune. Sworn daily average 
1903,5,718. Sworn arerage for Sept., 6,688. 

Terre Haute, Star. Av. net sales for Sept. (all 
returusand unsold copies deducted), 21,560 (). 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and wee. 
Average for 1908, dy., 1,951; wy., 8,872 
IOWA. 
Burlington. Gazette, dy. Thos. ptivems, pub. 
Average for 1903, &. SGA, R64, June, 1904. 6,2 
Clinton, Advertiser. ser. Actual daily exile 
1903, 10,280, 


Davenport, Times. Daily aver. 1903, 8.055, 
8. wy. 1.660, Daily aver. March, /904, 9, 508. Cir. 
ws men donbl uble of any Da 


guar. more vrenport daily, 
Decorah, Decorah- h-Posten (Norwegian). Sworn 
a. orm oh 89,681, March, 1904, 40,856, 
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Des Moines, Capital, daily. Laf; 

publisher, Actual aver ior niet 

Ar ior jiret ei monthe : 1904, 85,808, 
cheotente largest of any Des Moines 


guaranteed, fat cening 
ment stores. corey, dverticing ad he depart 
advertising. amount * 
Des Moines, News, daily. _ daily. Actual ave: 
1903, 45,876. B.D. Butler, N.Y. and Chieago” 
Des Moines, Wallace's Fai Pumer. Ww! 
Actual average for 1903, 88,76 7. Eom. 
Mueeatine. Journal. Saty av. 1903 id 849, 
cemi-weekly 2,708, Sirst four Sour mouths 5,167, 


Ottumwa, Courier. Daily average for March 
and April, 1904, 3, O21. Ti ly average 
March aud April, "1904, %.704 7.704." = 


Sioux Oty. Journal. Dy. =. av. for 1903 (sworn) 
19,492, dail ly av. av. J oon nine months of 14, 
21,272. ys open. More readers in 

its field laanaral of all thet daily papers combtaed. 


KANSAS, 


Wutchinson, News. Daily 1903, hg 768, weekl; 
2, aa E. Kats, agent, Koo You 


ka, Western Seheakiourenh, educations 
ly. Average for 1903, 8,125. 


KENTUCKY. 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av, ” 1903, 8,582; growing fast. 

Lexington, Leader. Av.’03, 3,828, Sy. 4, = 
ist q’t’r ’04, dy. 8,928, Sy. 5,448, he Kati, 

Loulaville. Evening Post, dy. eintens pees 
Co., pubs. Actual arevage for 1903, 26,964, 


Padueah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2,927. 


LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03, 4,780, 


MAINE. 


Auguata, Comfort,mo. W. H. Gannett, pub. 
Actual average for 1903, 1,269,995. 

Bangor, Commercial. Average for 1903, daily 
8,218, weekly 29,006, 

Dover, a. Observer. 
average 1903, 1,904, 

Lewiaton, Evening Journal, daily. Aver. for 
1903, 6,814(@©), weekly 15, + 15,482 (© ©). 

Phillips, Maine Woods and and Woodsman,weekly. 
J. W. Brackett Co. Average for 1903, 8,041. 

Portland. Evening /xpress. Average for 1903, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 
Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1903, 44,582. For Septem- 
ber, 1904,51,914, 


MASSACHUSETTS. 


Boaton, Evening Transcript(@@©)(412). Boston’s 
tea table paper. Largest amount of week-day adv. 


Average for 1903, 178,808. 
21 9s, Sy. 1cG,536. 
nin "New 1 Noe Bal Sec- 


ian 


Actual weekly 


Boaton, Post, dy. 
Av. for August, 1904, dy. 
Largest day circulat 
ond largest Sunday cir 


Boston, Traveler. Est. 1824. Actua! daily av. 
1902, 78,852. In 1903, 76,666. For the first six 
months 7 o4 average, 88.810. 

Reps. : ‘Smith ROMpOOR, N.Y. and Chicago 





Enat Northield. Record, Record of Christian Work, 
pe. 0. r end’g Dec. 31,1903, 20.250, 
J you Sore a ctrietly home circulation— 
that sticks, Puge rate $22.40 flat, prorata, 
Gloucester, Cape Ann News. Actual dail rd 
average year ending February 15, 1904, 4,80: 
aver. jirst six mos. 10h, 904, 6.24 2410) June, 1904, 6,525. 


rth Adama, Transitlvt, en. Datly net 
Pe. warts Daily av, printed Sept Sept., 1904, e028. 
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——— 


Advertisements 
Are Read 
and Answered 


by Whom: 


Every shrewd advertiser will 
give you the same answer: 








The Women 


Every thousand readers of the Boston 
Globe includes a larger proportion of 
women than any other newspaper of large 
circulation in the country. Shrewd ad- 
vertisers who want to be sure of the most 
sales and profits know this by experience, 
as the Globe has always led in any test 
made by advertisers. It is read by the 
women, who buy nine-tenths of all the 
goods and supplies of the household. 
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Boaton, Globe. Average for 1908, daily, 195,- 
5st Sunday , SUT, RV. 
eautinemeinte go in morning and afternoon 
ween ay ee price. 
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Minneapolis, Farm, Stock and Home, semi- 
monthly, Actual average 1903, 78,854. Firetate 
months 1904, 79,500, 


Journal, dai daily. Journal Print- 





OCTOBER, 1904. 


DAILY. 
192,156 
189,940 


191,521 
193,094 
191,608 
196.220 


194,864 
193,003 
192,044 
192,161 
197,942 





SUNDAY. 





278,742 


-_ _- 
EER Semamcamerwe 


seEcse 


193,1 
191,762 
192,579 


HSBBSEREEEE 








5,030,601 


Daily Average, - 








(99, rm 


Sunday Average, 280,165 


Perfect copies printed a on sale. OR, Jn 
Business ; Manager. 


Springfield, Good Housel | ny my mo. Aver- 
age 1904, 171, = No issue in 1905 less than 
200,000 copies. -A Ul advertisements guaranteed, 


Worcester. Evening Post, ay: Worcester 
Post Co. Average for 1908, 11 1903, 1 

Worcester, (Opinion Pu Publigu e, daily (OO). 
Avera an., y heen ch paper in 
United States on Roll of Bente: 


MICHIGAN. 


Adrian. Teiegram, dy. 1). W.Grandon. Ar. for 
1903, 8,912. Aver, ist. 4 mos. of 1904, 4,100. 


Flint, Michigan Daily Journal. Aver. year end- 
June 30, 04, 6,067 (4%). Av. for June, 6,886 (fk). 


Grand Rapids, Evening Press, dy. Arerage 
1903, 37,499. 44,290 aver. daily’ to Sept. 1, 194. 

Grand Rapids, Farnteare Record (O@). Only 
national! paper in its field. 

Grand Rapids, Herald. Average daily issue 
Sor 1903, 22.824, first six months 1904, 26,187. 
Only morning and the only Sunday paper here. 


Jackson, Press and Patriot. Actual daily 


average for 1903,5,649. Av. Sept., 1904, 6,726. 


olsun, Gazette, daily, six mos. to Sept. 
ist, 10,144. —— 4.600 more subscribers 

than any other dail y paper ee OTN in city. 
Three months to September ist, 10,289. 

Kalamazoo, Evening Telegraph. First six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 

Saginaw. Courier-Herald, daily, Sunday. 
Average 1903, 8,288; September, 1904, 10,888. 


inaw. Evening =": dail verage for 
not 1,815. son daily 14,856 14,886. 


MINNESOTA. 
wel Murphy, pub. “Aver. for ra0:, OH.O8B. 





M 
ing Co. Average for first 8 mos, in 1904, 68,588, 


Minneapolis, Svenska Amerikanska Posten, 
Swan J. Turnblad, pub. 1903, 49,057. 


Minneapolis, The Housekeeper ; pouastiole 
monthly. Actual average 1903, 268,250 


Minseny a Tribune. W. J. at 
Est. 1867. Oldest Prepay daily: = 
daily euerags, 72,8) 


82; last quarter at 
was 77.12 ay Sunde 


= eas, 62 


Only ember, 88,80 “Gatty listed 
in Rowell’s American Ni 


Cone oF Honok, and publishes a 

= statement in its own col- 

ns. The Tribune ia the ree. 

ognized Want. ‘Ad Medium of Minneapolis, 


Owatonna, Chronicle, semi-w’y. Av for 
1903, 1,896. Owatonna’s leading newspaper. 
Present circulation, 2.100. 


St. Paul, Der Wanderer, with ag‘! sup.. Der 
Farmer im ‘Westen, wy. Av. e 1903, 10,500, 


St. Paul, Disparh, nay A 903, 58,044, 
Present average ore PAUL'S LEAD- 
ING ‘NEWSPAPER. dae aver. 1903, 78,026, 


&t. Paul, Globe, daily. Globe Co., publishers. 
Actual average for 1 903, $1,541. 


Paul. News, daily. Actual a ie for 
sos. 85,816. B.D. Butler, N. Y. and Chicago. 


St. Paul. Pioneer-Press. Daily average for 
1903 84,298, Sunday 80,988. 


St. Paul, The Farmer, s.-mo. Rate, 
line, with discounts. Circulation Sor year nnd 
June, 1904, 81,500. Present Present average, Hs,o08. 


St. Paul, Volkszeitung. 2 Actual average 4 
dy. 11,116, wy. 28.414, Somatageblatt 23,408. 


Winona, Republican and Herald, daily. Aver- 
age year ending June, 1904, 4,126. 


ye tgp 


plin, Globe, dai Average 1903, 10,510 
aly 1904, 12,1580 E Kats, Special Agent, N.Y. 


Kansas City, Journal, d'y ard w’y. Average 
Sor 1903, daily 60,268, weekly 188,725. 


Kansas City. World, daily. Actual average 
Sor 1903, 61,282. B. D. Butler, N, Y. & Chicago. 


Phan ny my Sunny South, monthly. Actual 
werage for 1903, 2,888. 


“~~ Joseph, News and Press. Daily aver. for 
1903,80,418. Last 3 mos. 1903, 85,065. 


St. Loula, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1903, $87,950. 


&t. Loula, Star, Actual daily average for 
1908, 64,878. 


St. Louis. The Woman's M ne, monthly. 
Women and home. Lewis Pub. aver- 
age for 1903, 1,845,511. Actuat proven ya 
age for é 12 months 1, 611,988. Every issue 
guaranteed to exceed 1 500,000 copies—full 

count. Lerout circulation of any publication 


in the world. 
MONTANA. 


Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 

Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10.61%. Sworn net circu- 
lation from Jan. / to June 30, 1904, over 14,000. 


NEBRASKA. 
itngete, Daily Star. Actual average for 1903, 
11,165, September, 1904, 15,795. 
eae Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 1904, 149,808. 
Lincoln, Freie Presse, weekiy. Actualaverage 
for year ending June, 1904, 152.088, 
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In, Nebraska Farm J lonthly 
euruee: yeur endi ending August, 1904, rerery (). 
aha, Den Danske Pioneer, us F. 
Noble Pub. Pub. Co. Average for 1903, 2, ae 
ha, N daily. Actual average for 1903, 
at. S24. B.D. Butler, New York a Shieago. 
NEW HAMPSHIRE. 


Nashua, Telegraph, even., daily and wey. 
dtualdat ily pow os ay Beate WI 1904, 2,800 sworn 


NEW JERSEY. 


Oamden, Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end, Aug., 3/, 194, 8,229, 

Camden, Post-Telegrem. Actual daily aver- 
age, 1903, 5,798 sworn. aa 5,889. 

Clayton, Reporter, weekly. F. Jenkins, 
Pub. b. Actual average for 1908 1903, 2,019, 

Hoboken, Observer, daily daily. Actual average 
1902, 18,007 ; Sept., 1903, 22,751. 

Jersey City, Evening Journal. Average for 
1903, 19,012. First six months 1904, 21, eed. 

Newark, Evening News. prening 5 ews Pup. 
Co, Av. for 1903, daily 58,896, Sunday16,291. 

Newmarket, Advertisers’ Guide,mo, Stanley 
Day, publisher. Average for 1903, 5,125, 

anne Bank, Register, weekly. Est. 1878. John 

Cook. Actual average 1903, 2,961. 

“Mischecghaa Star,wy. Sworn av.’03, 8,759. 

Sworn aver. for year ending Sept, 4, 0s, "8,904. 


NEW YORK, 
Albany, Journal, evening Journal Co. Daily 
average for Sep tember, ber, 21,656. 
Albany, Times- Union, ever every evening. Establ. 
1856, Average for first three months 1904, 29,626. 
Batavia. News, even Average 71903, 
6,487. Six months, 1904, 6, 10. 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 
agtale. Cousten, morn.; Enquirer, even. W. 
J. ‘or 1908, moraine Se 50,882, 

coontng $3, 082; Sunday aver average 638, 

Buffalo. Evening News. g News. Daily Ks 1908, 
79,408. First 3 months 1904, 85,949. 

Catakill, Recorder, weekly. Harry Hall, edi- 
tor, 1903 av., 8,408. Av. August, 1904, 8,659, 

Cortland, Democrat, Fridays, Fst. 1840. Aver. 
1908, 2,248. Only Dem, Dem. paper in county. 


Lyona, Republican, .n, established 1821. Chas. H. 
Betts, editor and prop, Cire Circulation 1903, 2,821. 

Mount BL 6 ym ‘Daily An Average 1903, 
2,989. Westchester 7 Countye le leading paper, 

volo . News, s, daily. . Av. for 1908, 4,487, 
1,000 more than all other Newb’gh papers ined, 

New York City. 

American Machinist, w’y, machine construc. 
Also European edition.) ion.) Average 1903, 20,475. 

Army & Navy Journal irnal Est. 1863. Weekiy aver. 
for 1903, 9. 026( ), Present circulation (May 7) 

9,415. W.C. & F.P. Church, Pubs. 

Automobile (The), weekly. Flatiron Building. 
Average circulation 1903, 10,022, 

Baker’s Review, montnl, W. R. Gregory Co, 
publishers. Actual a nly ‘or §=1903. 4,450. 
Average for last three month months 1908, 4,700. 

Benziger’s Magazine, ine, family monthly. n- 
a Secthers. Average for Sor 1903, 29,208 copies. 

Clipper, wee! (Theatrical). Frank Quee 
Pub. €o., Ltd. , & Sor 1903, 26,912 (@ ©) 680). 


Dry Goods, monthly. Max J: geste, pub- 
lisher. Actual —_— . 1908, 4,86 6. 

El Comercio, mo. nish export. J. Shep- 

ard Clark Co. athe 1903, ane 

Electrical Review, weekly. ectrical Review 
Pub, Co, Average for 1908, 6, G,888 (0). 


Elite Styles,monthly. Purely fashion. Actual 
average ‘or 1903, 62,125. 25. 


A A wooly journal of civil, 
enginee! 


mechanteal, pa sl rical 
Average circulation jon is.642 @9®). 
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Forward, daily Aver- 
age for 1903, 48,241. 


for ras onthe end monthly. Actual os ie 
‘or six mo0Nn' be erry ii 1904, 
edition f-~ F 


aca mo., est. 1881. “detuat avera 
on 7.166, nders’ ‘Post Upfee 


receipts distributed moni monthly t to Wn Banco 


Hardware Dealers’ Magazin faganine, motthly. 
In 1903 no issue less than 17,000 ( (oe). 
D. T. MALLETT, Pub., >ub., 253 Broadw: 


Junior Toilettes, fashion mc by +#? jaeger- 
huber, pub. Actual | average 1903, 86,540. 


Leslie’s Weekly. “Actual aver. year end, Aug.» 
7904, 69, 97F (3). Pres. av. over 75,000 weekly. 


Leslie’s Monthl: , Mogazine, New York. Avera; 
circulation for t 12 months, hy 
Present average ak ion 257,6 Novem: 
ber number guaranteed 800,000. 

ude Trade Review, music trade and art week- 
ly. Average for 1903, 5.588. 

rea Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc, 1903 av. cir. 6,402, 

New Thought, monthly. 27 F. 22d St., New York. 
Sydney Flower, publisher. Number of copiesand 
advertising rates given each month on first 


Forward Association. 


read Manteo. Sample a free for the aski: 
Worth examination. ae THOUGHT has made 
money for all its rs. Discount to 
agencies, 25 per cent frown published rates. Aver- 
age for 1903, 104,977. 

Printers’ Ink, weekly. 4 corned for advertis- 
ers, $5.00 per year. cae. fun} 
11,001. Average for ale seein alll 
30, 1904, 12,808, 

The Ladies’ World, mo., household. Average 
net paid circulation, 1903, 48 ‘1908, 480.155. 

The People’s Home Journal ournal, 515.250 monthly, 

Good meg sey ra ao monthly. a 

1903—all 


culations 
scribers. M. Lupton, Publ Publishes jaher. 


The Wall Street Journal. Dow, Jones & Co. 
publishers. Daily average for 1903, 11,987. 
The World. Actual aver. for 1908, Morn., 2%8,« 
607, Evening, 857,102, Sunday, 888,650. 
Toilettes, fashion, monthly. Max Jagerhuber 
grees Actual average for 1903, 61,800. 
ochester. Case and Comment, mo, Law. Av. 
Ps Socoe, Ayears’ a = 80,186. 
A. N. Liec 
for 


-advance oub- 


Seheneectady, Gazette. 
avetsf eas i 1902, 9,097. ay > average 


Gevemnen, Sen ig Herald, daily. Herald Co 
pub. Aver, 1903, daily 88.10 88,107, Sunday 88, 198. 


Utiea, National Electrical Contractor, mo. 
Average for 1908, 2,708. 

Utiea, Press, da Otto A. Meyer, publisher. 
Average for 1903, Ten vineea 


Warsaw, Western New Yorker, weekly. A 
an Se 1903, 8,802, In county of 32,000 with 
y. 


NORTH CAROLINA. 


Charlotte, Observer. North Coraline’ fore: 
most novenpaper. Act. —, av, 1903, &,582 
Sunday, 6,791; ‘semi-weekly, 8,800, First three 
months 1904, 6,578. 

Elizabeth City, Tar Heel, weekly. Actual. 
average 1903, 8,5 0. Covers ten counties, 


NORTH DAKOTA, 
Grand Forka, Homie, Sor av. for April, 1904, 


5,862. Wi poor. X. Dakotas 
BIGGEST DAILY. Ln Costes) N.Y, Rep, 
Grand Forka, Normanden, samy Av. oe 
5,451. Guar. 6,700 after November 1,1904. 


hauseyygh 


Akron, Beacon Journal. Average 1908, 8,208, 
N. Y., 623 Temple Court, Av. arts Av. Sepia 1904, 9,642, 

Cincinnati, Mixer and Serv Server monthly. Actual 
ave for 1 18,088. Actual a ‘or 
1903, 625. in Hotel oe | u- 


rant Employees’ Int. moe nd 
Int. League of America. WATOH US GROW. 
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Cleveland, Plain Dealer. Est. 1841. Actual 
daily a 1903, 66,445; punton, eorse. 
Oct., 1904, 028 daily , laity; Sunday, 7 718. 


Dayton Daily News 
Guaranteed 
Circulation 


For six months ending August 31, 1904, was 
19,084 copies per issue. Certified by 
Advertisers Bureau of Circulation Ex- 
aminers. 
Larger circulation than other three Dayton 
dailies combined. Write it in the contract. 
Mansfield, Daily News. 
June 30, '04, 4,280(%). je malig 4 Wh a eee, 
Soctnn@eté, Frese a. Aver. 1903.9. 288. 
April, ‘04, 10,155. N. N.Y. office, 523 Temple Court. 
Washington Court House. 
, weekly. Actual average 193, 


Fayette Co. 
»t75. 


Youngstown, Vindicator. D'y ar. '03,11,009. 
LaCoste &£ Maxwell, -» Eastern Reps. 


enmbee. Signal, daily, ,genahes 8. E, Ohio. 
Average s six mos. 1904, 5,814. 


n eemansag senatliianiie Sworn av. Sept., 

1904. 9,875 (%). Guara: nteed double nearest com: 

petitor and to exceed combined competitors, 
OKLAHOMA. 


a. Oklahoma State Capital pt and wy. 
ver. for 1903, daily 20,062, weekly 25,014. 
fear ending July 1, 03, dy. 19,868; oy. ratty 


Ciinhoms oer. The Oklahoman. /903 ow. ep 
816; Sept.,’04, 8,708. EH. Katz, Agent, N.Y. 


OREGON. 


Portland, Fven Telegram, dy. (ex. Sun.). 
"e cet mon mths ending June 30, 21,148. 


n n Daily Jc Journal. Actual aver 
tee ‘ms's, 8,946; first 7 months 1904,14,479. 


PENNSTLVAN IA. 
Chester, limes, ev’g d’ 1903, 8,187. 
N, Y. office, 220 Bway. F. R. R. ANo rthrup, ‘Mer. 


Erle, People. weekly. Aug. Klenke, Mgr. 
verage 4 903,8,088. 





At 


Erte, Times, daily. ee Sor 1903, 11,208. 
September 1905, 14,688. E. . Katz, Sp. Ag., N. - Y. 
Philadelphia, American Medicine, w. Av. 
for 1902, 19,827. Av, March, March, 1903, 16,827. 
Philadelphia, Camera, Jamera, monthly. Frank V. 
Chambers. viveroge for 1903, 7,120, 
Philadelphia, Faria et ay 
mer og a, Gaapeny. yobs 
for 1903, 
the seventh pnt Farm Journal with this 


iption 
awarded June 25th, 1202, by 
* Printers’ Ink, ‘The Little 
 Schoolmaster’ in the Art of 
“ Advertising, to the 
* Journal. After a canvassing 
~; “of mgt extending — $ 
of half a wear, f amon 
ie tala 2s tid Wee hee 
* pronounced | a one kat beet serves io purpose 
“as an ed Sor the agricultu: 
“ral pepagation. ond as an cacttve and soonomé- 
“cal medium for commneenronsiny with them, 
“ through its a vertising colt columns 
Philadel ita. German Daily 
circulation six mos. 1904, re Py 48,042, 4 fon 
day 87,268. fwern statement. Cir. books open. 
Philadelphia. Press. Net a e circulation 
Sor year en 


. Wil 
a 





‘ing Sept. 30, 1904, 30, 1904,118,190. 
Philadelphia. Sunday Sct School Times, wostty. 

Av e for 1908, 102,961. Send for 

The Religious P ress Association, Philadelphia. 


Philadelphia, | The Groce! Grocery World. Actual 
average year ending August, 1904, 11,741. 
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The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual oe 
culation of THE BULLETIN for each day in t 
month of September, 1904: 





Total for 26 days, 4,810,433 copies. 
NET AVEKAGE FOR SEPTEMBER, 


185,017 copies per day 


THE BULLETIN’S circulation figures are net; 
all damaged, enoold, free and earned © copies 
have been omitted 
. L. MCLEAN, Publisher. 
Philadelphia, oot’? 1908. 

In Philadelphia there are about 230,000 homes. 
THE "Ss Ci lation, herd during the 
month of September averaged 185, 

Gey. ge _ each evening into a 


|The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


137,205 copies per day 


The following statement shows the actual cir- 
culation of THE EVENING cg for each 
day in the month of September, 1904: 





Total for 26 days 3,567,340 
BARCLAY H. WARBURTON, 
President. 
THE K-VENING TELEGRAPH is best for aaverte- 
ing. It goes into the home and stays there. 
PY a Labor At ps wy. Ar. 1903, 18,« 
Reaches best paid class Tebronen in U.S. 
Potteville, lm Chronicle. Official county 
organ. Daily average 1903, 6,648. 
West Chester. Local News. daily. 
Hodgson. Average for 1903 15,168, 
bald as oot Grit. America's Grea 
Week Net paid average 1903, 181,868. Smith 
wpeon Reps., New York ‘and Chi: icago. 


Fork. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108, 


Ww. a. 











ee ee 





bs gh Sy., 18,294: 
with, rep.. Bri } 





aaeet. ISLAND. 


sunday A ii ‘sie ne ). Eons splits s see % 
4 3 
908. co Journal Oo., pubs. 


Sun. =F Utter, pub. aoe 
weeny. Only daily in So. ‘Rhode Island. 


SOUTH CAROLINA. 
Oharleston, Kv Actual dy. aver. 
OMG onthe 1904.8, 9% 4. “ 
Columbia, State, daily, State Co. Do og 
Actual arer. for 1908, daily, aoee % sew 
weekly, 2,015 5 Sunday, 3 2705. Actual ai 
for September, 1904, daily 8,649, Sunday 9,908. 


TENNESSEE, 
chert, esse 


aay mee ge og 1, a ae Sanday. 
38 5040, i iy tt, 881 (0h fy 28,080, Sunda 1908, 
hee y a , 
daily 88,447, Sunday 45,898, weekly 88,109. 
= Menta ng News. Actual daily aver 
am nm 1903, 17,894, For etx months ending | 40 
Fan 1904 21.58 9. 
Nashville. Banner, dai wer. for y cers oy 
phe Six months Sr Yeo'ssi: Only N 
dailyeligible to Roll of Honor. 
" Narbele Progressive Teacher and Southw’n 
School Journal,mo. Average Sor 1903, 9,500. 


TEXAS. 


Penton. Denton Co. Record and Chronicle, 
wy. W.C. Edwards. Average for 1903, 2,689. 


El Paso, Herald. . av. 1903, 8,265; April 
190k, 4,284, fern" s’ canvass showed Hera 
in 80 per cen 7 =. Paso homes. Only El Paso 
daily paper ligt to Roll to Roll of Honor. 


Paris, Adv dy. W. ‘dy._W.N. Furey, pub. Act- 
ual average, 1903, 1,827. 


VERMONT. 
rre, Times, daily. F. EK. Langley. Aver. 1903, 
oti. 0. Fire es 1904, 8,062. 
Burlington, Free Press. Daily av. '03 5.5es. 
81-9mos. to Sept. 15, 6.854, At present 6,900 
amined by Associatéon of American Advert 


Bortington, News. Jos. Auld. Promcsipn 
average 1903, 5,046, sworn av. yy ht 


faba gs = era 

Norfolk, Dispatch, daily. Sworn average for 
1902, aed Sor on 7,482; February, 8,448; 
March, 9,241. 

Richmond, ews Leader, Lanter, ooeey evening ex 

Sunday average February /, — vont Sa 
~—p f ‘sha 2 »414, a 

tion between Washington and Atlan 


L aypeneed Se ee morning. Actual 
1 six months endin ing rune, 1904, 
ree 8 High price streubatton no waste 


or ication. In = cent 0, Richmond 
Same The State pa e my . 


WASHINGTON. 


Seattle, Times. Actual arer. circulation 1s- 
émonths 1904, daily 86,348. Sunday 48,679. 
By far mcg daily and and Sunday i in State. 


2 Pu;,a" ar. me, 12,717; Fi 





Taeo 
15,6153 1 WY. bp Lees 12. 


ibune Bldg . Y.& Chicago. 


" wast VIRGINIA. | 
Surhevehe Sentinel, daily. R.E. Hornor, 
pub.” Average Jor 1005, 8,801 (iss) 
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Wheeling, News. Dail; nid, civenin 970%. 


Sunda: ‘circu ranen 2 months up 

to A 41,1904. Guaran circulation 

equal to any other two W. ‘papers combined. 
WIsOONBIN. 


La Crosse, Chronicle. Daily average year end. 
June, 1904, 5,885 (). Aver. Gune,1904, 6.601. 


La Crosse, Leader-Press evening. Actual 
average 1903, 5,590. Averag “average June, 1904, 6,108. 

Mil kee. Evening Wisco , a’y. tive. Wis- 
consi sin Co, A Sor 1903, ner Mr BOL, Decintey 
1908, 25,0903 1904, 26,540 (8). 

Milwaukee, Germania-A on Bis . Av. 
year end’g Feb,'0s, 28,876; av. 704, 24,8: * 


Milwaukee, Jo: daily. Journal Co., 
Av. end, June, 1904,86,016. pho 1904, $6, ro; 


Oshkosh, Northwestern. dail Average for 
1903, “488. First six months 106, 7,228, a 


Ruaeine, Journal, dai'y. Journal Printing Co. 
Average for een 


rage ‘or 1903, 05 88. 81, Post 6 months ae A 
S72, “Advertising $2.50 per i inch. 
WYOMING. 


Pane dim Tribune. Actual daily average for 


903, 2, ve 
Independent. Weekly 
for 8, POSE Fact coh onthe ws Lee 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 
blisher. Average for 1903, 888; 

ber, 1904, F, 


Victoria. Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 
Fue. Der ca Western Canada’s 


per, hag A 
speak: pulution— its “ite exclusive Geld. 
speaking Srunthe end: ing June 30, 1904, i6,r08.” 





Winni ¥ id weekly. 
xe daily, ter i 0a weekly, 18,908 
Duty September, 155i, 26.01% 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual daily average 
September, 1904, 6,806. . oad 


NOVA SCOTIA, CAN. 
Halifax, Herald (©@) and Evening Mail, 
Sworn circulation 16,000. Flat rate. 


ONTARIO, ang 
Toronto, Canadian Im and Vehicle 
Trade, monthly. ‘ae or 1908, ato. 


Teronto. Star, dail ending 
June 30, 25,988; first Lane mon the 1908. 1904. 80,260. 


Tovanse, The eat a — 
io 88,188 Op. 


y a Aver. first nine 
QUEBEC, CAN. 


werage for September, $5.0 
Montreal, Herald, daily. Est. 1808. Actual 
average for 4908, 22,515. 15. 


Montreal. La Presse. Treffl Borepinnme pe 
lisher. Actual average 1008, daily 72,89 
Average April, 1904, 80.116. 


Montreal. er dy. & 3:23 raham & Co. Av. 
for’03, dy, 55.1 127, wy. 122.269 (1145). Six mos, 
end. May 3/, 03, dy. @. 85,147, wy wy. 122,157. 
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cpES. 
©O) GOLD MARK PAPERS(©O) 


(©©) Advertisers value these Ts more for the class and ity of their circulation than for 
the mere number of co) <= mg Ht the old chemists symbolically represen! 
the sign @.— Weleler'e Dictionary. one theo we ——sae 


Out of a grand total of 23,265 publications Mate? i in awe 1904 issue of Rowell’s American Newspa- 
per Directory, one hundred and nine are ai rom all the others by the so-called gold 
—— (© ©), the mean: of which is explain aioe, 

he charge for advert ents entitled to be listed ‘under this heading is 20 cents a line per week . 














WASHINGTON, D. ©. _ BUFFALO COMMERCIAL ( Desirable 
THE EVENING STAR (©), Washington, D.C. it always produces sa actory results, 


Reaches 90% of the ee mes. 
CENTURY MAGAZINE © ¢ ©). There area few 
ple = 4 A community who know more 
ea td — ers. These people read the 





TRIBUNE RE Ce O. 4 —- Chi re- 
ceivii me this So. oa per, in ‘ads bring , --E¥ 


BARR RP ge, target, beet THE : BROOKLYN DAI LYN DAILY EAGLE 


known. ebeenioes in in every § State aa fers Suaey. 
Sr. An of the best in Geater N New York. 


— KENTUOKY. 
LOURIER-SOURKAL (© ©), Louisville daily 

daily, Sunday and weekly. Nut only has aay, "Establish sh Lie J yh Ang & 
whi an = Acct eee, Smlepsoier mr etter Ie 
never tauhel melee ty By es sent eee S 7 purchasing power toa ‘h- 


OHIO. 
CINCINNATI EN ag (©®@. Gre Gront_ie 
ential—of world-wide fame. t ad 
mot Cg eT 
—— fo on su with, 
semneid pted al ~ ecteaoe 
NG TRANSCRIPT @0) estab- PENNSYLVANIA. 
lished 1830. The only gold mark dailyin Boston. yg PITTSBURG DISPATOH (@6), Pittsburg, 
in Pittsburg than 


BOSTON pare ), eve’ Seturday. Roman Pa. Delivered in more homes 
Catholic. se ia — any other two Pittsburg newspapers. 


SOUTH CAROLINA. 
THs WORTHWES TERN Mi MILLER rae crate, coe), colmmbia, 8.0. reache 


zh, trade ak oe tae we me The 
only “Gold Mark” milling journal (@@). NOVA SCOTIA, CAN. 
NEW YOR YORK THE HALIFAX HERALD (© ©) and the EVEN- 
THE POST EXPRESS (@@), Rochester, N. Y. ING MAIL. Circulation exceeds 16,000, flat rate. 
Best advertisin; um x 
iv ig medium in t ONTARIO, CAN. 


HARDWARE DEALERS M rece 

In Ep J no issue less than 17,000 2 x Pe re Go — ‘2. A ensed me- = 

D. T. MALLETT, Pub., 253 Broadw dium, circulation ima 7) nd rates on application, 
E NEW YORK TIMES (©) dat news FREE PRESS PRINTING OO., Ltd., London, Ont, 


TA 
itndred thoumnd copssaaiy trevor” THE TORONTO GLOBE (ce), 


BSCR FOAL WORLD AND ENGINEER © ©), ree Wak 
ed 1874; covers foreign and domestic pa BK TeRIGHT & RREE, New rose 
rs; largest weekly circulation. and Chicago. Sworn circulation exceeds 50, 


The Golden Dozen 








“THERE are just thirteen newspapers in the United States 
to which the American Newspaper Directory accords a 
quantity of circulation of over 20,000 with the gold medal for quality 
denoted by the mystic symbol (® ©.) 
The bakers’ dozen of famous newspapers comprises the following; 


Milwaukee Evening Wisconsin, New York Herald, Chicago 
Tribune, New York Times, Buffalo Express, Brooklyn Eagle, 
New York Tribune, Cincinnati Enquirer, Washington Star, 
New York Post, Philadelphia Public Ledger, Baltimore Sun, 
Boston Transcript. 
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FRENCHADVERTISING METH- 
ODS CONTRASTED WITH 
AMERICAN. 


French newspapers make a prac- 
tice of printing in their news col- 
umns many paid puffs and disguis- 
ed advertisements—reclames, as 
they are called. For this reason, 

thaps, French editors have a 
Sctor of permitting any reference 
to a business house or article of 
merchandise to appear in their 
news columns, though such refer- 
ence may be purely a matter of 
legitimate commercial news. It is 
thought that all such news should 
appear as paid reclames. This is 
short-sighted business policy, in 
the opinion of the editor of the 
New York Herald’s Paris edition, 
being more debasing than the ad- 
mission of paid puffery. Further- 
more, it tends directly to reduce 
the volume of advertising carried 
bv the leading French newspapers. 
He believes, on the other hand, that 
liberality in printing legitimate 
commercial news, let whoever may 
be benefited thereby, has a ten- 
dency to increase the advertising 
oe of a newspaper. This 

as always been the Little School- 
master’s contention, 

The Paris edition of the New 
York Herald for October 13 re- 
prints the Printers’ INK article on 
“The Valuable Want Ad,” publish- 
ed in the Little Schoolmaster Oc- 
tober 5. In connection therewith 
the Parisian editor makes the fol- 
lowing observations: 

It would be impossible to form a trust- 
worthy opinion of the respective degree 
of popularity of French journals by com- 
paring in a similar manner the open and 
above-board advertising that appears In 
their columns, for American and French 
journals differ in nothing so much as in 
their methods with regard to advertising. 
American newspapers, in general, adhere 
to the rule of inserting in the advertise- 
ment columns every line of matter for 
which payment has been taken. The 
Herald, for example, observes this prin- 
ciple with rigor that to some people may 
savor of fanaticism. An article, even 
though it may give publicity to some 
Product, manufacture or business, is in- 
variably published gratuitously if it is 
inserted in the “news” columns, and 
money does not possess the power to se- 
cure the insertion of a paid article in 
any part of the paper except in the col- 
umns_ devoted to, and conspicuously 
labeled as reserved for, paid advertise- 
ments. a i 
Observance of such a system inspires 
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confidence in the readers, and also helps 
to increase the volume of advertising 
that streams into a newspaper. Such a 
statement may appear paradoxical, but, 
like many paradoxes, it is perfectly true. 
At a cursory glance it would appear 
that the gratuitous publication of an ar- 
ticle which indirectly gave publicity 
to some business firm would enable that 
firm to forego all paid advertisements. 
The truth, on the contrary, is that hav- 
ing derived benefit from an article in- 
serted gratuitously for.the sake of the 
news contained in it, the firm is induced 
to seek a further increase of business 
by advertising freely and openly in the 
organ that has given such tangible evi- 
dence of its wide-spread influence. 

This is not a theory it is an established 
fact. The English and American néws- 
papers that adhere to the rule “No paid 
matter in the news columns make the 
best showing as regards the volume of 
paid advertisements they receive. One 
would also be wrong to conclude, as 
French journalists appear to conclude, 
that to the newspaper the final result 
is the same, whether payment be received 
for advertisements confined to the ad- 
vertisement columns, or for matter, 
reclame, inserted in the news columns at 
the will of the advertiser. The proof 
that this is a fallacy is found in the 
difference in size of Pevsidh and Ameri- 
can newspapers. The latter are com- 
pelled to publish issues of eighty, ninety 
or a hundred pages in order to accom- 
modate the mass of classified advertising 
received. The New York edition of the 
Herald, as Printers’ InK points out, 
contains on Sunday an average of over 
200 columns of want advertisements. 
French journals, on the other hand, 
can accommodate in four, six or eight 
pages all the avowed advertisements, 
and the advertisements disguised as 
news, that they are likely to receive. 

Is this striking Contrast due to a 
radical difference in French and Ameri- 
can ideas? Are conditions in America 
so different from conditions in France 
that big journals containing page after 
page of advertisements could not succeed 

ere? The Herald would not endorse 
such an argument. The proof of the 
pudding is in the eating; the success of 
the European edition of the Herald 
proves that human nature is pretty much 
the same thing on both sides of the 
Atlantic. The growth of the Herald 
from four to six, and then to eight pages 
daily, and the necessity for weekly and 
bi-weekly supplements to provide space 
for the constantly increasing volume of. 
paid advertisements, indicate very un- 
mistakably that French readers do not 
object to papers of eight, sixteen and 
twenty-four pages, and that French busi- 
ness men are as willing as American 
business men are to support a news- 
paper that will publish geld matter only 
in the advertisement columns, and that 
inserts iems of news gratuitously even 
though some business concern may de- 
rive indirect benefit from their publi- 
cation. 

When French editors realize this fact 
French newspapers will probably equal 
American and English newspapers in 
size, 
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THE WANT-AD MEDIUMS. 


A Large Volume of Want Busi is a Popular Vote for the 
Newspaper in Which It Appears. 

















ARKANSAS, Many ot STAR AR goazien more vent ads 
HE Arkansas GAZETTE, Little Rock, estab- indiana_morning newspaper, 
race 1819. . Arkansas’ leading and most Wi pA. of the Indianapolis Sr. : 
reulate newspaper. Average nine jJowa. 
the end An, Micoulanioe Hs A 4 The r\HE Des Moines CAPITAL he larg. 
daily newspaper. est circulation in the c’ of Des. Momes of 
fe AZETTE carries more Want ads than all ang daily ae ey 1 aN want of mocies 
word. Minimum rate ie * gperiine a 1 a _ smal six evenings a week, 
CALIFORNIA. KENTUCKY 
HE Tres prints more **Want” and otherclas- rr ¢ Qwensboro D. AILY INQUIRER ed en di 
sified Stas iaaiee one oe 4 T Want ads every week than any other Ovens. 


Dewspapers 
medium for the exc! e of commercial intelli- pans apres = § a in any month. Fighteen 
gence throughout the whole Southwest 

Rate—OnE eS Ww 


minimum pe ma yy mally average HE Bangor pant AINE of Rangor, Me , best 
for year 1903, 8 ‘coples. Sunday circulation Tt Want adv. medium; 4 lines 10c. per issue, 
Sapaaaty eescete 5).N Costes. HE EVENING EXPRESS carries more Want ads 

COLORAD RADO. than all other Portiand dailies combined, 
{HE Denver Post, Sunday edition, Oct. 30,1904 MARYLAND. 


contained 3,703’ want ads, a total of 888-10 + E Bal News carri Ww: 

corms. Fv Post is the big Want medine < iy Sa enece 4 It io toe 
e oun’ regio. e rate for Want recognized 

aadvercusing in the Post is five cents per line . ant Ad medium ot Baltimore. 


each insertion, seven words to the line. — + arma = a oi gl a 
ee rockton ass.) DatLy TERPRISE 
ERIDEN, CONNEOTICUT. field of 50 carries more than a solid page of pe 
M™ R _Som, Sao poe A eld of 5.000 ads—30 words 5 days, %c._ Copy mailed free. 
mechanics. Classitied ra te, cent a word a day, 'J\HE Boston TRAVELER publishes more Want 
five cents a word a week. “Agents Wanted,” aateeg ay ene any Other exclusively even- 


rin field, and ev advertisem 
Se is 8 paid for ai at the established rates. ate se 
DELAW ARE. 


\HE Boston EVENING TRANSCRIPT is the lead 
oy for °Want ads." Foreign advertisers T ing educational medium in New England 
can safely follow the home examp It prints more advertisements of schools and in 


7 a ean structors than all other Boston dailies combined 
ware the only daily Peper. 

D* antcee ‘circulation is" Every iivening® it "JRE Boston, Grose, daily and, Sunday, carries 

Sth ae classified fannie e ms By all the fngiand because it brings Lepults te the adver- 
er Wilmington pape ; tiser. During the first six monthe of 1904 the 


Sage apniggeeat Boston GLOBE i 7 1? 
DISTRICT OF COLUMBIA. Which was §100l more then aphearea in any 

TM Washington, D. C., EVENING B (OO) other Boston paper. at “want” ad was paid 

Ls - DOUBLE the number of Ware Apsof for at the regular te, and there were no 


other paper in Washi i and morethan deals or discounts, 
alla = the — papers — MINNESOTA. 
estimates HE Sr. Pavt Dispatcs is the leading “Want” 
FLORID. modiom in the ‘th are a ond me 
upon by everybod ¢ an r ; 
¥ Sipe convene fort ere tn conse of more paid circulation five a cain St. Paul 
the | Jacksonville Fla.) METROPOLIS as a Want brings replies at smallest 
Canis in the Want adsexcept Circulation 1903 —63,044 5; now 57,624. 
to advertising agents. 


ep that prove prove that The Minneapolis 





ensnela. JOURNAL carries the most “Want Ads” of any 
RE Atlanta JourNAL carries three times as rit ri Fada ‘Rearest Daily 
many Wants as its chief competitor. Journal. ompetitor. 
a gp nae Year 1903 980 cols. “— ” cols. 
ILLINOIS. S months 1904, 2381 134°" 





EORIA (Ill.) JouRNAL reaches over 13,000 of 
Fate promparonn pevple,of Geral Uinols. "T'"¥ a"ey ecaitan af Minne oa hs 
sade Nia a i ea ard ge apd 
a] y¥N “ apo. ly an over su rs 
T RE A ublished dusing 4 which is 25,000 each day over’ and i nove any 
1903 10. 781 columns ee od other Minneapolis dai Its evi ig edition 
Co! of 634,626 (ary en alone has a larger circulation in Eieastpein by 
Of these 205,556 were transmitted to the Darry ™any thousands, than any other ne ee. 
News office by telephone. No free Want adsare !t publishes over 80 columns of W vertise- 
published. DAILY News rigid! excludes al] ments every week at full price (average of two 
objectionable advertisements. early every- Pages a day), ad free ads; price covers both 
bod who reads the sh languagein, around ™orning and evening issues. No other Min- 
or t Chicago r the DAILY NEWS,” says a <_< garries — nace hg Dre 
Post Office Review. Wan advertisements or the 
os ” 4 amount in volume. 


INDIANA. MISSOURI. | 
HE Marion LEADER is recognized as the best Ts! Joplin Gurope carries more Want ads 
result getter for want ads. = all other papers tt in Southwest yo 
ERRE HAUTE Star carries more Want ads Combined, because results. One centa 
T than all other Terre Haute dailies. word. Minimum, , 2 oe 
NDIANAPOLIS Sar since Jan’ first has HE Kansas City JOURNA JOURNAL gery s morn: 
fa eare thas than doubled the volume of its Classi- T including Sunday), one rs the ized 
n Sunday, ‘April 10, the STaR ‘ant ad mediums of the United States ; 
—= ™ inne aed fall wo full pages of Want Ads. cones paid Wants Sunday; 7 to 10 pt. 5g 


y. Rate, 5 centsa nonpariel line. 
T= Indianapolis News 4 News during Ag first six 





months of 1904 printed 66,240 more classified NEW JERSEY. 
advertisements that ail aS dailies : of Indian- Foner 00, DaILy JoURNAL covers population 
apolis combined, Pp e. Lemaned sep- estcirculation. Brings re- 
arate paid ant ads 4 TF .- Only “ Want” medium, Cent a word. 
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NEBRASKA. 
Lincoln DamLy 8Tak, the best ‘‘Want Ad” 
“medium at Nebraska's. capital, ate, 1 oent 
— rate, 15 words on 
times, 15 cents, cash. DaILv Stak, Lincoln, Neb. 
NEW YORK. 
gr tet 4 is the best afternoon Want 
nae E Watertown DatLy Times publishes Want 
ads for all Northern thern New York, 


LBANY EVENING JOURNAL, Fastern a ¥ i) 
A best paper for Wants and ciassified a 


AILY angus. Mount Vernon. 
DS —faenagtin- Sor 





2. y, yoo 
— 





N oh the LEADER carries 
r Bag hence pays best. BECKWITH NY Y. 
Brite NEWS with over 87,000 circulation 
is the TA Want Medium in Buffalo and tue 
‘ant Medium in n the State, outside of 
New ork Say. 


7s Times-Union, of Albany, New York. Bet- 
ter medium for wants A Cr classified 
matter than any other paper i » and 
rantees a& cmomesen greater than all other 

i; papers in that city. 
weekly. The rec- 


paeet 2 INK, publishes 
ized lead antad medium for 


want ad mediums, ae order articles, advertis- 
— Ka sang printing. joowetien » ciroulars, 
ru Cong hy ice de adwriting, half- 

ract: ically — which 
interests ye | appeals to and busi- 
ness men. a Fo sn By 20 cents 
a line per issue cefiat: 15 words toa line, Sample 
copies, ten cents. 


OHIO. 
Dp Zanesville the Timzs-RECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville S1GNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; 4c. a word net. 


OUNGSTOWN VInDICATOR—Leading ‘Want’ 
medium, ic. per word. Largest circulation 


D AYTON (0.) News always leads in Want ads. 
One cent per word per insertion, Largest 
circulation. 


mpue MANSFIELD NrEws publishes daily mo 
Want ads than -_ other 20,000 population 

newspa| v5 20 words or less 3 consecutive times 

or less, 25¢.; one cent per enc additional word. 


@REGON. 

HE Portland, , Crewe Diaz JOURNAL, every 
T evening and Sunday morning, carries more 
“want ads” than all the other evening papers 

, including its afternoon 

cents a line 

each insertion—seven Tisertione, inc including the 
Sunday JOURNAL, for the or the price of fi 


PENNSYLV! LVANIA. 
P#LADELPHIA THE FvENING BULL 
it ads in BULLETIN because it 
goes daily into more Philadel <= than 
any other medium. In Ph elphia there 
about 230,000 homes. B N’s circulation, 
which during the month of Au 
185,017 copies per day, net = 
pnor), goes each evening i a majority 
of these homes. In — hia pearly + hy. 4 
body reads THE BULLET Tae Bo 1 
not print in its classified cohen advertisements 
of a ey yy or doubtful 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


ETIN— 
fy hy 





WHEN IN DOUBT FOLLOW THE WANTS. 


German Daily Gazette 


PHILADELPHIA. 


Sworn daily 48 942 
5 


circulation 
zed German 
ing over seven 


Géneral vertisers should siwegs in- 
os Levad paper in their Philadelphia ap- 
propria: Our customers never leave us. 
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YY aes Banke ee.) Tae. Circulation over 
11,000 daily. Classified rate, 5 cent a line. 
Tetve 
OKLAHOMA. 


Chester, Pa., Tiss carries from two to 
ads than any 
HE OxLAHOMAN, Okla. City, 
"Okin-co 


times more classified 
more Wants than nany four four U. 


oui TENNESSEE. 
EM ORNING NEWS—most 
in the empuis Nenstheey. Top euinthen 
ing 23,000, 4 columns classified 


ng 
advertising stay io — ini 5 cents per line. 


Publishes 
mpetitors. 


Ts Burlington omy Tse is the popelar 

he Want medium of the a 
Reaches P twice as many many people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA, 
HE News Luapen, —— ublished every afternoon 
except Sunda: Ya ichmond, Ya. Largest 


pt 
circulation by poms odds (27,414 aver. 1 year) 4 
he wan vi it mi 


WASHIN Uy dagel 
HE Tacoma ER, Sunday, car- 
ries more Want ads a all | the other news- 
papers in Tacoma combined 


WISOON SIN. 
N° paper of its class carries as many Want 
= ning the EVENING TELEGRAM, of Superior, 


yeNesvii GAZETTE, « daily and _ wee! eekly, 
500 subscribers in the million d 
— section 


We 

> eS 
lines 3 times, 25¢c.; weekly, ‘be. (Be. ig results 
from little talk. 


HE MILWAUKEE SENTINEL not only leads its 


ied m 
ried by the five Milwaukee ape and 
papers combined. 

Daily, 7c. per aes papter, 8 


r line; lower 
on contracts, SENTI NEL COMP 
Wis. 


Y, Milwaukee, 


DA. 
D» a the MaIL—Nova 





PRE! Halifax HERALD @  ¢ 


Scotia’s 


A — Montreal. La alga, Saturdays 
tion in (Daily 80,000, 
100,000.) Carries fae | ees ads than an 
newspaper in the world. 


NHE DaiLy ht —— GRAPH, St. John, he B., is the 
want ad medium of the mari winces. 
ion and need up- to-date paper of 
Want ous ove cent a word. 
Minimum charge 25 cents. 


‘(HE Montreal DaILy STaR carries more Want 
advertisements than ail other oy 

dailies combinea. The FamMILy Heratp 

WEEKLY STAR carries more Ms fant advertionecuts 

than any other weekly paper in Canada. 


HE Toronto Dally STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more local general advertising 
than any other Toronto paper. Sworn daily 
average Zireulation, . Septemb r, 1904, 31,573. 


ree As t Ln ge of the Toronto nd 
G@ TELEGRA classified adv: — 
is that rth are all — to their headin 


confidence in them, and next to 
lation is perhaps the greatest reason why 
bring such splendid results t results to the ad’ advertisers, 


HE _ Winnipeg Free Press carries more 
“Want” advertisements than any other 
daily paper in Canada and more | isements 
of this nature than are contained in ae eee other 
— papers a in the Canadian N 
bined. Moreover, the FREE 

ries a ‘neuer volume of general advertisi: + 
than any other daily paper in the Dominion. 


BRITISH COLUMEES. 


Ts Victoria NIST CO entire prov- 
ince of British Columbia. oak omice ic in 
Vancouver). More “WANT” ad 
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ies Open Letterjo 
of American) 


GENTLEMEN : 


secured in the hearts and minds of intelligent advise 
progressive and fearless methods. Printers’ Inx ha 
you every day in the year. 


an agency at heart. 
between the American advertiser and the Americat 
flat rate, no favors and no favoritism. The many 


every line of advertising is paid for in actual cash a 
a line of reading matter. Every word that appe 
anyone. 

If you are the publisher of a newspaper or 1 
the American advertiser, you can find no better, no 
your patronage and it solicits your patronage on 


can afford to contract for a page for a year, neither 
inch advertisement, frequently inserted, telling a ngstor 


Nov. 9, 1904. CHAS. J. ZINGG, Editor and Manager 
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rio the Publishers 
Newspapers 


ing for sixteen years it has been at work in elevating 
wed industry, and the place which the paper has 
sers all over the world has been won by honest, 
eated business for you and is creating business for 

‘ly weekly advertising journal that is absolutely 
ll the evils that attach to an advertising journal 
ntrolled by any one having primarily the interest of 
@cal and the most profitable link of communication 
icaiblisher. It covers the field completely. It has a 
jas a two-line classified ad in its pages pays the 
Hlhere are no exchange deals of any description, 
no man has ever offered money enough to purchase 
was reading matter is inserted without charge to 


ine of character, one that has a story worth telling 
e effective medium than Printers’ Inx. It deserves 
sis of merit and nothing else. While spasmodic 
results, it is a fact that no good proposition was 
@ringing satisfactory returns. Not every publisher 
necessary. A half or a quarter page, oreven an 
story every time, may be just what is necessary. 
i ming. ° 
evailing special subscription rates to Printers’ Inx 
sers or business people, who ought to be advertising 


aters’ Ink Publishing Co., 10 Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


eee 
t@ Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Tencentsa 
copy. Six dollars a hundred. Being yey from 
atereot plates it isalways possible to supply 
back numbers if wanted in lots of 500 or more. 


orem 





ADVERTISING RATES : 
Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepege ($40). 
~ Aflad awed 





r sp ion yy the adver- 
tisers, if granted, double price is demanded. 
On time contracts the last copy is repeated 


when new copy. fails to come tohand one week 
in advance of of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space yt rata. 

Two lines smallest advertisement taken. Six 
Wo! e a line. 

ve appearing as reading matter is in- 

ree. 

All advertisements must be handed in one 
«week in advance. 

dvertisers to the amount of $10 are entitled 
to a free subscription for one year. 
~1cwreennrrnr"-' 


Cuar.es J. Z1ncG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, NOV. 9, 1904. 


TueE forty-four page catalogue 
of the Trade Circular Addressing 
Company, 125 Clark street, Chi- 
cago, enumerates the large number 
of specialized mailing lists main- 
tained by this concern. ‘lo the 
advertiser who does circular ad- 
vertising on a national scale, or in 
certain trades or professions, it is 
a valuable book to have, 


Mr. HuGH MOoNTGOMERY, for- 
merly business and advertising man- 
ager of the Chicago TZribune, and 
recently assistant managing director 
of the Philadelphia Record, has re- 
signed to become a special agent, with 
offices in Philadelphia, New York and 
Chicago. Mr. M. F. Hanson, for- 
merly treasurer and businesS§ manager 
of the Philadelphia orth American, 
and who resigned that position to join 
the advertising agency of Powers & 
Armstrong, as a partner, has now re- 
tired from the latter firm and accepted 
the appointment as general manager 
of the Philadelphia Record. Mr. Han- 
son rose from an office boy to the 
place of business manager of the 7ec- 
ord, and then resigned to take a simi- 
lar position with the Morth American. 
Philadelphians familiar with the situa- 
tion regard these changes as further 
proof of the Wanamaker ownership of 
the Record. 
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For the nine months ending with 
September 30 the daily average of 
the Arkansas Gazette, Little Rock, 
was 8,784 copies according to the 
publisher's statement. he Ar- 
kansas Gazette is entitled to entry 
in the Roll of Honor, being credit- 
ed with a daily average of 7,904 
for 1903 in the latest American 
Newspaper Directory. 


THE October issue of the West- 
ern Druggist, Chicago, is a silver 
anniversary number, that solid 
monthly having completed its 
twenty-fifth year. The Western 
Druggist was founded in 1879 by 
George P. Engelhard, who is still 
at the head of the corporation that 
publishes it. It has always com- 
bined a certain scientific efficiency 
with practical principles of retail 
management, and is one of the 
foremost journals in the country 
covering the retail pharmaceutical 
field. D. Irvine, secretary of 
the corporation, is managing editor, 
and the journal maintains an East- 
ern office in the Shoe and Leather 
Bank Buiiding, New York, in 
charge of Charles J. Chapman. 


A NEw postal currency plan is 
suggested by Bloomfield Brower, 
205 Broadway, New York. The 
common dollar bill now in circula- 
tion will have printed on its back 
five coupons, according to this plan. 
One will be good for fifty cents, 
another for twenty-five cents, two 
for ten cents each and the final 
coupon for five cents, making up 
one dollar and giving an ar- 
rangement that permits § mak- 
ing change in any number of 
nickels. These bills are designed 
to circulate as regular currency, 
but when a person wishes to re- 
mit say seventy-five cents by mail, 
he clips off coupons in that value 
and mails them. These, with the 
portion of the bill he retains, are 
only redeemable at a_ postoffice. 
While similar in its operation to 
the Post currency check, which was 
rejected by the Government, the 
new coupon bill relieves the Post- 
office Department of much clerical 
work involved by Mr. Post’s plan, 
in which each bill used to remit by 
mail was transformed into a per- 
sonal check. 























Mr, CARRINGTON, editor of the 
American Advertiser, says that his 
paper is now used as the business 
periodical of the Paul E, Derrick Ad- 
vertising Agency. 


THE few esthetic cranks, with lady- 
like tastes, who are offended by the 
subway advertising signs, are far out- 
numbered by the great mass of Amer- 
ican people who want advertising in 
newspapers, magazines, billboards, 
fences—everywhere, 





THE automobile has been press- 
ed into the billposting service in 
England. The Morison Advertis- 
ing Agency, Hull, England, has 
billboards scattered within a radius 
of twenty-five miles of that city, 
with a capacity of 8,000 sheets of 
paper. A large motor car goes 
over the route regularly, carrying 
billposters, paper and paste to re- 
pair damage and post new adver- 
tising. 





Every morning the Chicago 
Record-Herald prints a small de- 
partment in its classified columns 
known as the “commercial col- 
umn.” It has a very mysterious 
appearance: 


A 88—-VACJAR; RUTLAND. 





C 878. 
C 868, 
C 828. 
C 906, 
C 892. 





A 88—VACJARADMU. 





X83—VACJARAGMA. 
A 9%6—VACJAR; WEBSTER CITY. 





A 892—-VACJARACNA; VAX; 6. 





A %5—VACJARABOV. 
C 905. 





4 853—VACJARACMU. 
C 858. 





A W7—VACJAR; STOCKHOLM. © 907 
A 885—VACJAR; LAFAYETTE. 
C 885. 





This cabalistic advertisement, ac- 
cording to Gerald Pierce, is a 
cipher communication between cer- 
tain Chicago business houses and 
their traveling salesmen. The Rec- 
ord-Herald can be obtained in al- 
most every railroad town in the 
Middle West on the day of publi- 
cation. This advertisement is 
adopted as being quicker than cor- 
respondence, and because the firms 
are not always able to maintain 
telegraphic communication with 
their travelers, 


PRINTERS'! 





INK. 27 


HE is not always the economical 
advertiser who is brief in his an- 
nouncement merely for the sake of 
economy. 





THE directors of the Internation- 
al Advertising Association will 
meet at its headquarters, 114 5th 
Avenue, New York City, on Wed- 
nesday morning November 16th at 
ten o’clock a. m, to hear the report 
of the Legislative Committee upon 
a plan to be adopted, through 
which a law will be enacted that 
will not only properly protect_the 


owner of a valuable trademark, 


but will effectively punish the il- 
legal user and duplicator of the 
same. The Association proposes 
through a carefully laid system of 
co-operation to follow up and pro- 
secute the illegal user and dupli- 
cators of trademarks. The Asso- 
ciation believes that in the proper 
protection to trademarks it will 
stimulate to a higher degree if pos- 
sible, the splendid talents that have 
been used and that will be used, in 
devising and using such a valuable 
asset in trade publicity; and the 
higher and broader development of 
commerce, national and interna- 
tional. It invites the recommenda- 
tions, the criticisms, the comments 
and the co-operation of the publish- _ 
er, the maker, the buyer and the 
seller of publicity space of every 
description, to communicate with 
it at once or in the future, address- 
ing all such communications to 
the “Question Box,” International 
Advertising Association, 114 5th 
Avenue, New York City, in order 
that such may be brought before 
the Board of Directors, at its next 
meeting. The Association does 
not aim to destroy or even inter- 
fere in the slightest degree with 
the great publishers association, the 
press associations, the National 
Association of Manufac‘urers, the 
Advertising Men’s Association, 
magazines, bill boards, street cars, 
admen, nor class, nor creed asso- 
ciation of any kind or nature what- 
soever; but it does aim, as the 
clearing house association of mod- 
ern thought, through co-operation, 
to help the buyer and the seller of 
publicity space for the higher and 
broader development of commerce, 
national and international.” 
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A NEw fate card is issued by the 
Alkaloidal Clinic, Chicago, taking 
effect January 1. 


Tue third annual convention of 
the Advertising Novelty Manufac- 
turers’ Association was held re- 
cently in Chicago at the Great 
Northern Hotel. This organiza- 
tion is national in scope, and in- 
cludes the leading novelty manu- 
facturers of the United States. It 
works on conservative lines for the 
improvement of the industry, and 
is intended to benefit not only 
makers of advertising novelties, 
but salesmen and the advertisers 
who use them. Another conven- 
tion is to be held in March, 1905, 
at Chicago. 

The present officers are: President, B. 
S. Whitehead of the Whitehead & Hoag 
Co., Newark, New Jersey. Vice-Presi- 
dent, W. E. Hills of the Merchants’ 
Publishing Co., Kalamazoo, Mich. Sec’y. 
& Treas., Ben. B. Strope of the H. D. 
Beach Co., Coshocton, Ohio. 

Membership Committee: Orva G. Wil- 
liams of the Donker & Williams Co., 
Chicago, Chairman. Henry Seelman of 
the Milwaukee Blank Book Mfg. Co., 
Milwaukee. W. E. Hilis of the Mer- 
chants’ Pub’g Co., Kalamazoo, Mich. W. 
C. Heath of the Whitehead & Hoag Co., 
Newark, N. J. and Ben B. Strope of the 
H. D. Beach Co., Coshocton, Ohio. 


Epwarp Bok made an error 
about that Dr. Pierce affair, and 
because he was man enough to 
come out and publicly retract, ac- 
knowledge his error when he saw 
he was wrong, every little periodi- 
cal that ever knew how to bark 
jumps on and helps tear to pieces 
the under dog in the fight. We 
cannot think that Mr. Bok is such 
a thoroughly bad sort as he is rep- 
resented. He seems to play rather 
an important part in the making of 
the Ladies’ Home Journal, and 
that publication scarcely conveys 
the idea of a cheap and tottering 
periodical with an unscrupulous 
editor. Bok is a power in that pa- 
per; he has helped make it an 
enormous success—over a million 
circulation. Bok has helped build 
up this success because he has 
never faltered in taking chances— 
no strong man fears to take 
chances, and strong men make er- 
rors too; and when they make 
them, because they are strong, ac- 
knowledge them.—Batten’s Wedge. 


PRINTERS’ INK. 


ADVERTISING well done on a 
small scale is pretty certain to 
carry the advertiser upward on the 
gamut of publicity. 


Every news department of the 
Morning Times, Hornellsville, N, 
Y., has its own want columns, 
There is a general classified sec- 
tion on the general news pages, a 
department called the “Farmers’ 
Exchange column” on the agricul- 
tural page, and so forth. This sub- 
division of the classified ads ap- 
pears to bring out new wants and 
increases the whole volume of 
business, as it assures better dis- 
play than when all want ads are 
grouped on one page. 


A seEriEs of letters from Conde 
Nast regarding Collier’s, sent out 
during July, August and Septem- 
ber, attracted so much attention 
from advertisers that they have 
been reproduced in a handsome 
booklet. These letters show some 
interesting facts about the growth 
of Collier's. In eight months, for 
example, the circulation of Col- 
lier’s increased forty-four per cent, 
or from 366,154 in December, 1903, 
to 528,000 in July this year. This 
circulation represents a community 
that spends $2,745,600 a year for 
the journal. In 1901 the four mag- 
azines that printed the most adver- 
tising were McClure’s, Review of 
Reviews, Munsey’s and Colier’s, 
in the order named. In the first 
six months of this year the order 
was Saturday Evening Post, Mc- 
Clure’s, Collier's and Munsey’s. 
During that period the Saturday 
Evening Post printed 201,299 lines 
of advertising, McClure’s 201,183 
lines, Collier’s 188,840 lines and 
Munsey’s 180,364. In July Col- 
lier’s had reached second place, 
printing 201,183 lines of advertis- 
ing, or only 600 lines less than the 
Saturday Evening Post. At the 
lately: increased rate in Collier's 
advertising space costs about forty- 
two cents per 100,000 circulation 
per line. In the first eight months 
of the present year the public in- 
creased its purchases of Collier’s 
$850,000. In 1897 the advertising 
revenue of Collier’s was $5,600. 
This year it will be $648,000, or an 
increase of 11,700 per cent. 

















EpwarpD P. MATHERS, publisher 
of the London journal, South_Af- 
rica, says that South Africa offers 
a fine field for American enter- 
prise. While visiting St. Louis re- 
cently he said to the Republic of 
that city: “Americans have con- 
stantly embraced every opportunity 
to increase their foothold in the 
commercial world there. To-day 
some of our mine managers tell us 
that when they demand instant de- 
livery of needed machinery it is 
America and not the mother coun- 
try which is called upon in an 
emergency, and the demand is al- 
ways answered with an immediate 
reply. Four months suffices for 
the filling of an order by American 
manufacturers. Americans are 
made most welcome in South Af- 
rica. I must acknowledge that it 
was American ingenuity and the 
application of American mining 
principles which first enabled the 
great golden riches of the country 
to be successfully worked. Some 
of the first fortunes which have 
been made there were accumulated 
by Americans, When the true con- 
dition of affairs becomes manifest 
to your people it is probable that 
the influx of men from America 
will be great.” 


THE Rooter is an every-little- 
while periodical issued by the Root 
Newspaper Association, New York, 
in the interest of the Dry Goods 
Economist and of special advertis- 
ing campaigns, to reach the retail 
dry goods trade on behalf of the 
manufacturer. Many practical ad- 
vertising plans are described or 
suggested. One that seems novel 
is to furnish material for adver- 
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tising any specified line of goods 
to ad men in department stores. 
A manufacturer of women’s gar- 
ments, for example, with 500 active 
accounts, puts this work into the 
hands of the Root Newspaper As- 
sociation, and things happen as 
follows: 


We put you in direct touch with the 
ad-man of each store by means of a spe- 
cially prepared book of sample ads. 
These are designed incidentally to light- 
en his work, but particularly to induce 
him to advertise your goods. Every 
talking point in your line stands out be- 
fore him as vividly as though he’d paid 
your factory a special visit. He is ad- 
vised of the way your line should best 
be advertised. He is given his choice in 
the way of a number of illustrations, 
and cuts are sent to his order. All this 
matter is kept within his constant reach, 
Naturally, when he makes up his news- 
peper advertising, something to help out 
will often be required. There’s your cut 
and copy right at hand, and in it goes. 
Another free insertion to your credit! 
And every time this cut is used it ad- 
vertises you—just as though you placed 
the advertisement yourself. For each 
and every cut has your brand name 
made part of it, so that it cannot be re- 
moved without ruining the cut. Even 
though the talk may not be used, the 
cut will advertise your line just the 
same. Results show, however, that cut 
and write-up are used together nine times 
out of ten. Each of these 500 accounts 
receives its separate matter—say twelve 
advertisements, to average six inches— 
seventy-two inches in all. Suppose only 
100 of these firms would run your ads— 
and only twelve times in one year, av- 
erage six inhes each time. That would 
be 7,200 inches, alk told. To be con- 
servative, we'll say it costs 56 cents an 
inch to insert these ads. at would 
represent a total expenditure of $4,000 
on the part of those roo retailers—and 
all to push your goods! This advertis- 
ing is particularly profitable, because it’s 
always timely. The retailer uses it just 
when he has your goods and wants to 
sell them. So it’s very probable that he 
will display them in the window and 
store while he is using your ads in his 
papers. 








Is the Subscription Price of 
Printers’ Ink Too High ? 


The Little Schoolmaster has often been assured that FrvE DoLLARs a year is 


too high a price for the average subscribe 


r. It is argued that Printers’ INK 


could vey subscribers in larger numbers were the price reduced. Some even 


argue t: 
a wider and more popular circulation. 


at a reduction should take place as a matter of duty, to secure the paper 


every subscriber of PRINTERS’ INK would write me a letter on this. 
question—short, but weighty with sense and reasons. 


I will concider it a favor from you. 
Will rou do it? 


CHAS. J. ZINGG, 


10 Spruce St., New York City. 


Managing Editor, 





x» 
ABOUT NEWSPAPER DIREC- 
TORIES. 





Publishers and advertising men 
frequently speak of the Newspaper 
Directories and their comparative 
values and importance without 
very much thought or definite 
knowledge on the subject. They 
commonly have the opinion that 
the Directories are rather numer- 
ous and that most of them are not 
specially valuable. To one who 
knows little, and cares no more 
than he knows, one Newspaper Di- 
rectory is as good as another, and 
in the rare instances, when he has 
occasion, he turns to the one that 
happens to be at hand, and the 
opinion he then forms of the ac- 
curacy of the information it con- 
veys becomes for the time, and 
possibly for all time, his opinion 
of Newspaper Directories in gen- 
eral, 

It may be that publishers of 
newspapers take more interest in 
the Directories than any other class 
of people, not excepting advertis- 
ers, and it is this interest and the 
consequent possibility of securing 
advertising contracts from them, 
that makes the issuing of a News- 
paper Directory seem a probably 
profitable enterprise for an adver- 
tising agency to engage in. 

The income to the Directory 
publisher that comes from the sale 
of copies is not generally expected 
to reach any considerable sum, as 
the book issued is, in most cases, 
intended mainly if not entirely for 
free distribution among patrons of 
the agency, hotels, clubs and other 
reading rooms, together with a 
copy to every person having an ad- 
v.ttisement in its pages. The ad- 
vertisements are all from news- 
paper publishers. 

The earnings of a Directory, 
therefore, coming as they do al- 
most wholly from the advertising 
pages, represent so much money 
paid over by a. newspaper man to 
an advertising agent. As years pass, 
and advertising agencies increase, a 
majority of newspaper men have 
come to consider the price paid to 
an advertising agent, for an adver- 
tisement in a so-called Directory 
or hand book, not a consideration 
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for a valuable service but a con- 
cession or extra allowance granted 
on account of advertising patron- 
age sent by the agent to the paper, 
The orders are given about as 
orders are given to church fair 


programmes, not because the ser- 


vice is valued but because the ad- 

vertiser hates to refuse. When the 
question of advertising in one of 
these books is before the newspa- 
per man he is likely to refer to his 
ledger and consider whether the 
amount and character of the pat- 
ronage he receives from the agent, 
who is to publish, will or will not 
warrant an extra concession of the 
$50 or $100 specified as the price 
demanded for the advertisement. 
Whether the advertisement in the 
Directory is or is not likely to 
bring profitable results does not 
have any consideration at all, or, 
if ic is considered, the conclusion 
is quickly arrived at that the actual 
value, beyond the good will of the 
agency is nil. 

The feeling on the part of the 
newspaper man ‘being as stated, 
and the desire to treat every ad- 
vertising agent just as well and no 
better than every other, leads many 
publishers to a decision, swbject 
to revision and re-revision as time 
goes on, either to give an adver- 
tisement to every Directory that 
asks for one, or to give no adver- 
tisement to any Directory ; because 
to favor one and refuse another is 
not compatible with the principle 
of treating all alike. 

Conditions being as here set 
forth, those agents who - publish 
what they variously call Direc- 
tories, Rate Books, Hand Books, 
Manuals, Blue Books, or whatever 
may be the name by which the cat- 
alogue of papers issued bv them is 
to be designated, have discovered 
that in the successful soliciting of 
advertising orders the question of 
price need not be considered; be- 
cause if the order can be had at all 
it will come as readily at $100 a 
page as at half or a quarter of that 
sum. 

Although the impression prevails 
that the Newspaper Directories are 
very numerous they are not so to 
the degree commonly thought. 
There are, however, nearly a dozen 











iblications that have character- 
istics entitling them to be consid- 
ered in this connection, 

First, there is the hand book or 
circular containing announcements 
such as seem desirabie to have 
brought before possible customers, 
together with lists, more or less 
complete, of papers most likely to 
be called for by advertising pat- 
rons, or toward which the agent, for 
reasons of his own, is most de- 
sirous of directing attention. Space 
is also provided for such advertis- 
ing pages as the merits of the 
agency, or its persistency in solicit- 
ing is able to secure. The best, 
most deserving and most conspic- 
uous publication of this kind is J. 
Walter Thompson’s Blue Book, 
This book is not sold at all. It is 
elegantly printed. A number of 
copies are distributed among ad- 
vertisers, copies go also to the 
newspapers that advertise in it and 
to some who were asked to adver- 
tise but did not do so. It carries 
a good many thousand dollars’ 
worth of newspaper advertising, all 
of which jis accorded as a graceful 
acknowledgment of pleasant and 
profitable relations had with the 
Thompson Advertising Agency, 
which is one of the best that exists. 
The book is not a Newspaper Di- 
rectory, however, and its publish- 
ers do not claim that it is. 

Second in order may be mention- 
ed several hand books of pocket 
size, often bound in pocket-book 
fashion. These emanate from im- 
portant advertising agencies and 
serve as convenient catalogues of 
newspapers, that may be presented 
to advertising clients. Each of 
these little books carries advertis- 
ing pages representing from $5,000 
to $20,000; the income from which 
serves to pay for the copies dis- 
tributed and allow a handsome 
profit beside. A copy is certain to 
go to each of the newspapers that 
advertises; also to a considerable 
list of advertisers whose patronage 
is desired and to a good many 
newspapers as well, for the same 
reason. Some copies are doubtless 
sold, the price being only one dol- 
lar. The Directories of this sort 
are: The Lyman D. Morse Adver- 
tising Company’s Hand Book, The 
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Lord & Thomas Hand Book, The 
Chas. H. Fuller Hand Book and 
Kastor’s Directory. 

The compilers of these volumes 
invite information from newspaper 
offices, in connection with a can- 
vass for advertisement orders, and 
accord circulation ratings such as 
age likely to be gratifying to the 
papers interested; but they depend 
mainly upon the more systematic 
work performed by another News- 
paper Directory for such informa- 
tion as their own inquiries fail 
to gather, This system reduces 
the cost of production to a nominal 
sum, 

Third in order of consideration 
may be named several large Direc- 
tories, all issued from advertising 
agencies and having about 500 
pages of ordinary magazine size, 
the whole bound in covers and 
carrying newspaper  advertise- 
ments to the amount of from $10,- 
000 to $20,000 each, together with 
a more or less complete catalogue 
of newspapers. These books are 
distributed in about the same man- 
ner as the Blue Book and Pocket 
Directories and some copies, prob- 
ably not so many as a hundred of 
a-y one sort, are sold at three dol- 
lars a volume to persons who have 
use for a newspaper catalogue. 
The Directories of this sort are 
issued by Dauchy & Co. of New 
York, Pettingill & Co. of Boston, 
Remington & Co. of Pittsburg, 
Nelson Chesman & Co, of St. 
Louis, 

All of these purport to give the 
circulation of each paper in plain 
figures but none states what is 
meant by circulation or how it is 
ascertained. 

Of more importance than any of 
those mentioned, having a greater 
distribution than any, possibly than 
of all combined, of earlier origin, 
more careful compilation and of 
enormously greater bulk, sold also 
at the higher price of five dollars, 
may be named N. W. Ayer & Son’s 
Newspaper Annual, 

This book is of imposing ap- 
pearance, well printed, substantial- 
ly bound, is distributed gratuitous- 
ly to hotels, libraries and clubs, and 
may be found on reading tables on 
steamboats and in numerous pub- 
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lic places. It keeps its place year 
after year, and has a larger distri- 
bution among advertisers and 
newspaper offices than any of 
those previously named and more 
copies of it are annually sold 
for cash. Furthermore it is issued 
by an advertising agency that dis- 
tributes more advertising patron- 
age. Were it not for the system of 
treating all alike, every important 
newspaper that has a story to tell 
that it would pay an advertiser to 
read, would advertise in this book. 

Besides those already named 
there is one other: 

The American Newspaper Di- 
rectory, commonly called Rowell’s, 

It was established in 1869 and 
ante dates by many years the es- 
tablishment of any of the others. 
In it was the first attempt ever 
made to ascertain and report news- 
paper circulations. It has appear- 
ed regularly, annually or quarterly, 
for thirty-five years, during all of 
which time its projector, Mr. Geo. 
P. Rowell, has had control. Orig- 
inally it was a side issue of 
Geo. P. Rowell & Co.’s Adver- 
tising Agency and its contracts 
for advertising, as is still the 
case with every one of its com- 
petitors, were all taken on the 
understanding that the amount 
should stand to the credit of the 
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advertising agency until balanced 
by orders for advertising sent by 
the agency and accepted by the 
paper at cash rates, less the usual 
agent’s commission. The subscrip- 
tion price of this book was origin- 
ally $5. As every advertiser re- 
ceived a copy in consideration of 
his advertising, and the advertise- 
ments sometimes numbered as 
many as five thousand, these 
copies served, by transfer, to pretty 
generally supply the demands of 
general advertisers who had use 
for the book. The sales for spot 
cash were never very great as ex- 
pressed in thousands, although 
doubtless many times greater than 
those of any other Newspaper Di- 
rectory ever published. With a 
view of testing the possibility of 
increasing sales the book for the 
year 1878 was sold at fifty cents, in. 
stead of $5 a copy, but the sales did 
not materially increase. The $5 
price was re-adopted after the one 
year experiment, and at a much 
later period it was advanced to $10, 
which is its price at the present 
time; and it is a curious fact, that 
the number of cash sales each year, 
since the price was advanced to 
$10 a volume, is considerably 
greater than it ever was at $5 a 
volume or even during the period 
when it was sold for 50 cents. 














having no proprie 


New Yor City, November 1, 1904. 


NOTICE. 


THE PRINTERS’ INK PUBLISHING COMPANY, 
: Offices: 10 Spruce St., New York, 


are owners and publishers Rowell’s American News- 
paper Directory, issued annually, and PrinTERs’ INK, a 
journal for advertisers, published every Wednesday. 

Correspondence, orders and remittances intended for 
the AMERICAN NEwspaPER DirecTory or PRINTERS’ 
INK should be addressed as above, or to 


CHAS. J. ZINGG, Business Manager. 


The business of Geo. P. Rowell & Co., owners of the Rowell Advertising 
Agency, also conducted at No. 10 Spruce Street, is a separate concern, 
interest in, nor any share in the management or 
control of Printers’ Inx or Rowell’s American Newspaper Directory. 
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Advertising 


HERE 


Derrick does that, too. 





The foreign advertising of the 
Derrick Agency is world-famous—it 1s 
both pioneer and leader. But dont 
forget the Derrick American advertis- 
ing. That's strong, also. Knowledge 
of mediums—dquality of copy and de- 
sign, above all, genuine, earnest con- 





scientiousness of service—that’s what 





makes this advertising organization 
more than a mere “agency.” M. Lee 
Starke is now in command of the 
American forces. That means “Starke 
Service.” 


Che Paul €. Derrick Advertising Agency 


NEW YORK—TrisuNE- BUILDING 
LONDON—34 NorFro_k St., STRAND 


BOO9OOOODO 
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PICTORIAL ADVERTISING. 


552 Broadway, 
New York, Oct. 27, 1904. 
Editor of Printers’ INK: 

Pictorial advertising in fashion jour- 
nals is an absolute necessity to-day for 
sellers of dress trimmings and many 
other commodities. The ingenuity of 
skillful artists who are masters of pen- 
work, brush work and photography, sup- 
plemented by the scientific aid of the 
photo-engraver, is employed to place be- 
fore the busy world reproductions of the 
daintiest fabrics and intricate designs, 
The difficulties for advertisers in ob- 
taining first class illustrations, can only 
be overcome by placing such work into 
the hands of an expert. Poorly execut- 
ed designs or mediocre illustration has a 
negative effect, no matter how expertly 
the advertisement may be worded. It 
is a remarkable fact that even among 
the most illiterate readers, one finds that 
magazine and trade journal advertising 
has exerted an educational influence, 
leading to a keen appreciation of art. 
For this reason the advertiser who 
trifles with the public in matters of il- 
lustration wastes most of his effort and 

nditure. 

here is one psychological fact which 
has as yet not been brought to the notice 
of most advertisers. A pretty face and 
a graceful figure we all know make a 
favorable impression upon the most un- 
receptive mind. herefore when I am 
fortunate enough to obtain a model with 
a good figure and a pleasing counten- 


ance, it is advisable to obtain her 
services exclusively with the under- 
standing that her face has a _ co- 


og ge. value with the merchandise 
t I am offerng for sale. Now then, 
if I use the same faces, they create 
through successive appearance an im- 
pression that at once associates with it 
the name of the advertiser or his mer- 
chandise the moment the face or faces 
are seen. I therefore claim that it is a 
mistake for advertisers to employ a 
model whose face, no matter how beauti- 
ful, is seen in the advertisements in 
various or kindred lines. 
Stpney HAckKgs, 
Advertising Manager. 


-—— +o - 
THE PEERLESS. 
W. W. CuHampion, 
Attorney at Law. 
Wrtitamsport, Pa., Oct. 28, 1904. 
Editor of Printers’ INK: 
Enclosed find one year’s subscription 
sanyo Printers’ Ink. I know of 
oe ng saner or more on the point all 
the eae in advertising. 
Very respectfully, 
W. W. CHAmPion. 








Advertisements. 


Advertisements 20 cents a line. Must be handed 
in one week in adrance. wt Cate and 


cuts may be used 
WANTS. 

N a Servews De- 
LEXRERS WANTED. 100 Xorvous Us 

P.O. Box 1301, Philadel delphia, | ~ 
XPERT Ph rapher wants tion with 
neh ors wT er ox Address “1LLUS- 

TOR, 


PRINTERS’ 


INK. 


ANTED. Position as advertising solicitor 
+ successful 
maa. FRANK BO LINGER. Ak Akron, Ohio. 


ORE than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers, 


prennen .D’S NEWSPAPERMEN’S I XCHANGE, 

established 1898, represents competent work. 
ers in ail departments. ‘om tor Kklet. 368 
Main St., Springfield, M 


7 OUNG lady ween position in New 
y Office or Advertisin Pa ncy ; s ¢ youre 
ex perience, and can furnish t of gga 
Aduress ‘*POSI TION, ” care of Printers’ | nk. 


ONCERNING TYPK—A Cyclopedia of Every 
on da: a; Dean for o Spd ae Adver- 
ising Man; wise Yr postpaid; 
ag’ts wi aneed 2.8% 8. CARNELL, 150 Nassau St., N.Y, 


OLLEGE graduate, with three years’ a. 
ence as editor and business man 
College paper, desires similar Rogition, with tive live 
up-to-date journal. Address 
Street, Lockport, N. Y. 


¥ man, age 23. practical adwriter of ex- 

rience, now omameree desires adv. posi- 

tion with omens appreciating good work and 

es effort. Good references. Address 
4. G. V.,” 21 Chestnut St.,  Bradtord, Mass, 


8 5% to $15 A DAY. If bing are making less we 
have some valuable information for you. 
Ivs wr Roo for. 
FEGUARD CHEMICAT. CO., 
36 ent 28 Bidg., Binghamton, N.Y. 


EWSPAPER advg. mgr. (30), practical ad 
writer. capable solicitor, executive, sure 
business getter, desires to manage advertisi 
for live pub! reation. Highest —— and 
businese refs. “H!IGH-GRADE,” 


VERY ADVERSE ER and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America. Sample copy 
free. THK WESIERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


OR SALE—One three-deck Scott Gentes line 

24-paze press, with color attachment, good 

as new, four years old, prints even and —-— 
columns. 1 gy 4 oe pure! 

Hoe press, Address DES 

MOINES CA CAPI AL. De ‘Ncines, Iowa, 


A DVERTISING solicitor wanted for evening 

daily of large circulation in an Iowa city. 
Must be young man of several years’ experience 
in newspaper advertising and . a. Pres- 


ent manager has pre meg oh else- 
where. Address * care of Pri inters" 


zESRInACED, energetic trade paper man, 
Chicago, is 0) ak <ul a Wee oy as Western 
representative of trade or Chicago pub- 
lication. Competent 7 advertising fleld; alsoas 
correspondent Age3l. Seven yaret ae the, =T 
ness. Bestreferences. Address “‘T. D x 4 


A? = old, reliable firm want an pa cap- 
able man to solicit advertising ia the Cen- 
tral West. Want a manof correct habits, who 
= had experience and can do things. One with 

a among ge eneral advertisers pre- 
fer Give age, whether married or single 
former and present business connections, and 
salary desired. All information confidential. 
Address “M. G.,” care of Printers’ Ink. 


R. MANUFACTURER: 

Forty eight cents a year, inclusive of 
age, for twelve strong illustra’ talksin three 
colors to the man you want =e customer. 
ian will get them intereseed in 
plan will ge em interes _ in your propos 
tion. Write on your letter! 
E, 8T. ELMO LEWIS, saa 

618 Walnut Street 

Philadel 











g 





jadelphia. 
PPORTUNITIES FOR ADVANCEMENT— 
P Without dan er to your present connections 


we assure you of consideration for every 

tion you are competent to fill, no r where 

located. Our booklets tell how we can bring 

your ability to the attention of hundreds of em- 

ployere who need high grade men for Executive, 
‘erical Technical and ern paren) 

ing from $1.000 to $6.000 a Offices in 

cities. HAPGOODS (Ine f. Bean BROKERS, 
Suite 512, 309 Broadway, New York. 
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Y YOUNG MEN AND WOMEN 


ess 
adver Thing rs, published weekly at 10 Spruce 8t., 
New York. inserted 
at 20 cents per line, cix words to the line. PRINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
ean any other publication in the United States. 


ANTED—Clerks and ae | with common 
school educations only, who wish to qual- 

ify for reaay positions at & week and over, to 
write for free Gopy of m: 4 new prospectus and 
endorsements fro ing concerns every- 
a mo radiate yk lace, another 
number The best 


Siething aw Titer in New Yo Yor owes his suc- 
cess dexoced in — months to my 
mand exceed: 


GEORGE nt POWELL, Advertising and pest 
ness Expert, 82 Temple Court, New York 


PARTNER WaNTED. 


$10,000 will purchase one-third interest in the 
most prosperous and rapidly growing daily 
newspaper representatives agency in the United 
States. We have fine offices in both New York 


and Chicago, and will guarantee an income to ; 


the purchaser from the start of $400 per month. 
Unless you have at least $5,000 in cash, don’t 


answer, 


Address 
“W. D. BY” 
Care of Printers’ Ink. 


Cc CAN YOU _ USE 
= — of an By manager, — 
rt accountant, 32 years of 
with pel root Phealth and habits and an absolu 
tely clear record, preliminary education good 
whose business experience extends over a pe: ody 
of sixteen years, the n general with a 
~! one country merchant, the 
past six in an executive and confidential cap- 
acity in the financial d ment and as a 
tor in outside companies of one of the la 
and most successful corporations in the Un hed 
States—who understands thoroughly the law as 
applied _ to real and as rsonal property and busi- 
ness affairs, as well as the laws of political 
econo ~ ng 9 eee istribu- 
tion and consumption an lth—whose record 
as an office ——_ (with 5 experience at the 
head of a large office), as a credit man (hand- 
ling crop-time wore, x resulting in accounts ag- 
gregating often — 


ness) 18 open to ratio 

enter a position wit with t the Tight "netitution tontur 
tively free o' mse to employer until such 
time’ as ability ‘shall Phere been demonstrated ! 

If so, please address for mutually confidential 
personal interview, when satisfactory f.. ~- ns 
for desiring change will be submitted. dress 

A. B. C.,” Printers’ Ink. | 


NEWSPA PER BROKER. 


roe jo te! and a in Titacte ey 
rv $30,000, pa’ oS rer ee half i 
terest in eae in Alxbiama cit bg bye 7 gio sbon. lear. 
ing $125 a week, ‘or paying sear 
tions. B. J. KINGSTON. Newspaper Broker, 
Jackson, Mich. 
—_-.? —— 





PRINTERS. 


gy Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


ENVELOPES Enyslepen. 
pens fine 000, $9; 5, by $008 75; 
1,000, $1 CLARK & CO,, Heeweerk, ¥. 


IMITATION TYPEWRITTEN LETTERS. 
MITATION i Typewritten Le Letters of the ‘hest 
grade. ribbon, inueheet 
free. tenpleet for stamp. SMITH PTG. CO., 813 
| A, ‘oledo, Ohio, 


HALF-TONES, 
Neer! HALF-TONES 
2x3, 7bc.; 3x4, $1; 4x5, $1.60. 
Lae og omy be wan on sh accompanies the order. 
end for 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
PREMIUMS, 
RITE for information 1 ing our pre- 
ay and pee le = 4 
D MFG. CO., 20 Michigan St., Chicago. 
beeen goods are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
elry and kindred 
lines, 500-page list price illustrated catal gue, 
gepeeet annually, issue now ready; 
F. MYERS CO.. 46w, 48-50 52 Maiden Lane. N.Y x. 
eee 


DESIGNERS AND Sane cneronng, te 


oe v.. pr, om Soy A print 
nat LEY . 
ing. THE KN Fog Bway, N. Y. 


tice 
INSTRUCTION BY MAIL. 
OUR Boe CAN READ PEOPLE at a glance. 


Can 
WECA N TEACH YOU to read pee le like open 
1 know their characters, t ts, strong 


weak points. 
oTAKES ONLY TEN WEEKS and $10. Easy 
poy | ~ E easy payments. We deliver the goods 


ONO NONSENSE about our method. No palm- 
istry, pn or oo baa Based on physi- 


on ose mW ENTY. ¥ YEARS. Pupils all over 
— Only La y+ gaa Mention P. I. and 


will c 
OOL or HUMAN NATURE, 


<i 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@©). 23 Broadway, New York. 
pita Sah -> Pcaliatasant 


PRINTING. 


Pp*7ee at reasonable prices. MERIT 
PRESS, Bethlehem, Pa. Pa. 


Roll Paper . printed—for mills, sto 


mn be cut 
or re-wound, as desired, r FINK & 80 & SON, Xb, pn 
Chestnut, Philadel Iphia, ia. 


Bonds, Bonds, Bonds, Bonds. Bonds. Bonds, 

with or without coupons, the inex- 
pues (not chea See “ey or handsomely 
engraved Tio Send for samples 
and estimate. KING. 106 illiam 8t., te 


ee en 
NEWSPAPER CLIPPINGS. 


HE Mabmastay enaae CLIPPING BU- 
READ, 2 West 14th Street, New York, 
the best tn Advertisements and 
Items a specialty. 





ee 
POSTAGE STAMPS. 


he ge Inused United States and Can- 
Benet denote in any 

ay pr 

dond grt Re ALFRED A. 
SAACS, % 2% Broad st., N. Y 


<item RS FOR 8 SALE. 


5,000 atk Sacer 


N4aes and addresses of 500 teachers, 50 cents. 
‘OLBY, 1250 Fairmount Ave., Council 
Bluffs, iowa. 


Fo SALE—100,000 names 0 names of people who have 
answered 2 our gg ema A live list, 

corrected up Kg written on $x5 cards, 
ie al - Ses, 


Formerly red Macey Gp i. Lea. 


’ 


f 
; 
| 
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INDEX CARDS. 


uDEx CARns ali kinas; s kiana, send sample and get 
ices before o rdering. E BLAIR 
PRINT! G I GO. Cincinnati, O. 





DECORATED TIN BOXES, 


T*§ appearance of a kage ofttimes selis it. 
You way al imagine = beautifully tin 
boxes can be decora and how cheap they are, 
until you get our samples and quotations. Last 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “ Do It Now. oan is free; so are 
any samples yo desire 

' AMERICAN STOPPER CO} COMPANY, 

ll Verona Street, 

Brooklyn, New York. 

PF — ens maker of Tin Boxes outside of the 


> 


MAIL-ORDER NOVELTIES. 


Wianit to-day for free ‘Book of Specialties,”’ 

ani llustrated ities, wate of latest impo pected 

jewelry, 

1 goods olesale only. 

cuter and BROS... Be Ey 4 
——_—_ +> 


TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@©). 253 Broadway, New York. 
——_~+or -—_——_ 
ADVERTISING NOVELTIES. 
EATHER ai novelties—best made—cat. free. 


booklets, catalogues, chea; 
BURNEY PRINTING CO., Rochester, N. Y. ” 


66 Meh. WALLET”—the advertising nov- 
ity. —. ant 2c. “Little 

Traveler” catal catalogue  SOLLIDAY NOV- 

ELTY ADVERT! ine Wort WORKS. Knox, Ind. 


pPsmeo® = SIGNS, light hy ne age 
durable and sd 
plete line of Pulveroia Novelties and Buiow 


Samples free. F. F, POLVER CO., Roc 


orn your business with advertis 
elties. Buy them direct. I make penci 

holder, toothpick ca nail file, in leather case. 

Sample of each, 10c. J.C. Ki NYON, Owego, N. Y. 


RITE for sample and ‘? new combination 

Kitchen Hook and bill File. Keeps your ad 
before the housewife and business man. TIE 
WHITKHEAD & HOAG Cu., Newark, N. J. 
Branches in all large cities 


ANUFACTURERS of ae ~ +e of 
merit are reqpemed to iy: to samples 


Advertising Moved Broker, 
Yoder Law Bu uilding, F ittsburg, Pa. 
DVERTISING CLOCKS-Our window and 
wall clocks have orn advertising 
value. Estimates given on single clocks or 
quantities. Write for cireular am information. 
BAIRD MFG. CO.. 20 Michigan 8t., Chicago. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They’re attractive, sub- 
stantial = cheap. Sample, a World’s Fair 
souven 
WICK HATHAWAY'S C’RN, Box 10, Madison, 0. 


Color Barometers. ge 
100.incinding” imprin pe Pe ae sample 











FINK & SON, y ve Chestnut, Philadelphis 
Good Printing : at Reason- 
able Prices 


Long runs or short runs, elegant half-tone 
bay of your order. Add 8. We don’t mind the 
our 0) Address PRINTERS’ INK 

PRESS, ., New York. 





CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu 
lation 17,000(@@). 253 Broadway, New York. 


HOUSE-TO-HOUSE DISTRIBUTING, 


5 GUARANTEE any advertiser an honest, intel- 
a house-to-house distribution of adver- 
iter throughout all the leading towns 
je t Sities 1 in the United States. Fourteen years’ 
experience enabled me to ey the best 
apote m and to render a better service than can 
be secured direct or through any other agency. 
Ww rite f for full ticulars. 
ILL A. MOLTON, 
National Advertising Distributer, 
442 St. Clair St., Cleveland, O, 





—_++>—_——_. 
MAILING MAC. MACHINES. 


HE DICK MATCHLESS M/ MAILEK, lightest and 
quickest. Price $12. og VALENTINE, 
Mfr., 178 Vermont St., Beitale: 


esos =o ag 
COIN CARDS, 


3 PER ss for more; any printing, 
THE CON RAPPER « 0,. Detroit. Mich, 


for $3. 10,000, rinti 
1 9 000 sone Coin Miatler*ce Co., Ft. ft Manison ie, 
CARD INDEX SUPPLIES. 


AVE money by ing buying from the manufact- 
S urers. Ind A. a supplies for all makes of 
cabinets. 

STANDARD INDEX CARD CO. 
Rittenhouse Bldg., Phila, 


— os 
POSTAL CARDS. 


ES and samples of post cords Write 
RATANDARD. 61 Ann in Street, N, 








RUBBRR | STAMPS, 
NE line ; inches, 10 cents; two lines, 20 cents; 
e oan ae or ee . om cents a a Bw tor 
ree cal ialegee. st pa’ otary or 
Corporation is, $1.75, express paid. é 
KY. HORDER. K 149 8 expres St., Chicago. 
FOUNTAIN PENS. 
2 % cure. each for Fountain Pen: 
I will send F one gross (44) of the 
Chetienge nergy by express paid, for $3,5#. 


le, 
E. a ae OR ne is # Washington 8 St., Chicago. 





LABELS, 


Cork Top and other par Sone, a os 
Printers, 5th St., abers ea. Phen 


pen aac’. ss 
MAIL ORDER. 


J gy ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men will deliver your circulars and cata logues 
direct to the maii-order buyer. You can reach 
—— who never see & So? of any ee 
rom one year’s end another. hen once 
reached the rest is easy. We have velinbie agents 
well located throughout the United States and 
Casta, and ages me . noes » p places advertisin 
rin the hi f any di OUR 
DISTiIBUTORS 1 DIRVCTORY w wil) be sent free 
of charge to advertisers who desire to make _ 
tracts direct with the ae, We ran- 
tee good service. Correspondence solicited. 
NATIONAL ADVERTISING CU., 700 Uakland 
Bank Building, Chicago. 








SPECIALIZED PUBLICATIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
jation 17,000 (©@). 253 Broadway, New York. 


BOOKS. 
pas SEAT PROTROT_ 12. . book mailed 
&a CE y vee and 
ao b.c 


Trade-Mark rts, Wr, 
ade Mark Expo 


. 


AS ENGINES, and How to Run Them. Every 
S needs it. an le, Larges, and "4 


to-date. illustrations 
paid, $2.50. es aca le BRO. pubs., me, Peles 0. 





2 a »» 
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PUBLISHING Sepines OPPORTUNI- 


WANT to meet the man who has $1,500 and a 

_ taste for publishing a small New York month- 

ly in unfilled field. Business getter can develop 

a fine property while making a living. I wish also 

to meet a man who has $7,000 and a taste for 

publishing a well-established class weekly. Here 
are two good opportunities for the right men. 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 


ODERN Periodical making 

Is the “greater publishing.” 
It takes account of true service 
To advertisers as well as readers. 
The press is the great engine of distribution. 
Publicity makes wares and fortunes, 
And immensely serves the consumer. 
Periodical publishing offers greater opportu- 

nities 

Than ever before 
And is on a solider basis. 
Have you capital and ability 
Which I may help direct toward publishing t 


+; EMERSON P. HARRIS, 
Broker in Publishing Property, 


258 Broadway, New York. 
—_+o,—_—- 
PRICE CARDS. 

GEND for ples of the hand price cards 

we sell at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICE CARD CO., 10th and Filbert 
Streets, Philadelphia, 





oS 
CEDAR C! CHESTS. 
Ly -PROOF Cedar Chests—Made of fragrant 
pg 84 see Cy oy absolutely proof 
s low. Send for re 
EDMONT. PURNISGRE CO. Statesville, N 
Seen ok 
FOR SALE. 


OR SALE—Interest in Magazine to 
pateeee writer who will travel 4 


small - required. Address 
DAHO MAGAZINE, Boise, Idaho. 
SALE—One Angie Bar Cox Du +4 Press 


‘OR 
F and one Columbia Duplex Press, in fine con- 
dition, 


R. HOE & CO. 
143 Dearborn St., Chicago. 
OR SALE TO SETTLE KSTATE—OConstirv- 
TIONALIST country we bog 2h ete = pa and 
essfully run by 


‘ounder to day of his death, Dec. 29th last, and 
Actual cash receipts from Jan. 1, 


1904, to July 1, 1905, $2.154.52,and business steadily 
wing. uipment Ted above average cou’ 
ry office. ice $3,000. G. ALLISON HO. LAND, 


Eminence, ky. 
SEER an cn cane 


MAIL-ORDER NAMES. 
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PAPER, 
BASSETT & SUTPHIN, 
5 be pay 8t.. ag! York’ ce. 
Coated pai oO ys Aan Diamond B Perfect 
White for Pilcner 


tha bdanail 
ADVERTISING MEDIA. 


CENTS per ‘ine for adverti in THE 
10 JUNION, Bethlehem, Pa. = 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


ytd hi meen GUIDE, Newmarket, N.J. A 
stal curd request will bring sample copy. 


HE > eae, 
Scranton, Pa. 
Thirteenth year; 2c. agate line. 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year 


MRE TROY RECORD gives wants circulation 

1,138 homes daily (average for 1908) in Troy 
and Central Miami County, Ohio. Thirt eames 
one week or less, 25c.; each extra word, 


OWN TALK, Ashland, Oregon, has a guaran- 

Circulation of 4,500 copies each issue. 

Both other Ashlana — are rated at less than 
1,000 by the American un Newspaper Directory. 


OSTAL CARD ADVERTISING—A new adver- 
"a Feet ny TBs be attract attention ag 
Send 10c. for 





samples and terms, 
A. HERBST, 80 E. 1(7th 8t., N. Y. 


INCHES 1 month in ie aioe country 


weekly new: L cizeulation. 
100.000 weekly, falog os pao Meng 
have other sts ists in the iddie n apo SICAGO 


NEWSPAPER UNION, 10 ON, 10 Spruce St..New York. 


OM anooga, CHATTANOOGA PRESS, Chat- 
tanooga, or 35,000 circulation —_ 

proven; 50,000 readers. 

South 7 for waal-erder and general BH 

— 20 cents a line for Keyed ads. No proof, no 





T= DRUGGISTS KEEP TAB. 


The druggist, through the sale of 
patent medicines, has the best opportu- 
nity of keeping tab on the pulling power 
of a newspaper. Read the following 
testimonial sent to Newspaperdom with- 
out our knowledge: 


CHESTER A. BAIRD, 
Druggist, Zanesville, Ohio. 

Mr. H. Craig Dare, 150 Nassau St., N. Y.: 

Dear Sir—The Zanesville Signal is 
very much sought by all the residents of 
this city. We do not think that any one 
could make a mistake by placing adver- 
tising with the SignaL. The manager, 
Mr. Alexander, is a conservative man, 
and it is a pleasure to do business with 
him. Very respectfully, 

CuFe2TER A. BAIRD, 


The Zanesville SiaNaL is also recom- 
mended by Nye Bros. & Co., the Zanes- 
ville agents for Rexall. The S1GNaL pro- 
duces splendid results for advertisers, 


THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 








NAMES of Mail-Order Bu ore, nicely 
ee for 10c.;900 for 1,200 fo 
oe il wrote us letters with m fmoney 
PACIFIC MAIL-ORDER CO., 
120 Sutter 8t., San Franci Cal, 














% 


ADDRESSING MACHINES—No type used in 
the Wallace stencil ad adénesiog machine. A 
card index system of add used by the 
nad pul “We do sddres the ae. Send 

rates. 
Walbacn & CO., 29 Murray St., New. York; 
1310 Pontiac Blig., 358 Dearborn 8t., Chicago, Ill. 


Fae nt! ptm AUTO ADDRESSER is a high 
addressing machine, run by motor or 
wer. Syaten embodies card index idea. 

ee visibly; perforated card used; errors im- 

sities ; Operation simple. Correspondence s0- 


B. F. JOLINE & CO., 
123 Liberty St., New York. 








SIGNS. 
63 West 52d St. (North River), 
The $am Hoke ae me “% York. 
ps" -ortased Big Steel Sig: Sign 
‘he $am Hoke Hoke $ign Needy “yi York. 


reiating Paint-Prinved $i 
e $am Hoke Hoke sign hops, New York. 


2 00 tenet gam Hoke sig _ =... York. 


framed $teel Sign Signs, 3x5 feet, $1.35. 
5,0 00 Tne$am Hoke Sign $hops, New York. 
0" Little Tin $i 
The e Zam Hoke 
C. for ae Muslin 
‘he $am 


es 4x10 inches. 


1° for 10, 
ign Shops, New York. 


oke ifoke sign . oem New York. 


x each, bo teamed pical a teel cestens 
The $am Hoke $ Shove i New York. 
5 C. for = framed $teel Signs, 12x42. 
he $am Hoke Sign $hops, New York. 


gents Wanted. Send references. 
The $am Hoke $ign Shops, New York. 





ILLUSTRATIONS. 


S'S ae CUTS. a. for yw, 
Artist, 8, 1612 Wabash Ave., 


a a. 
TYPEWRITER R RIBBONS. 
meaty costs a little more than 


CAR- 
Chicago. 





pore back without -talk if you are not satis- 
fied. CLARK & ZUGALLA, 100 Gold St., N. Y. 


ELECTROTYPERS. 


E make the electrotypes for PRINTERS’ INK. 
We do the aor’ or some of the 
largest advertisers in the cou —s. Write us for 

rices. WEBSTER, CRAWFORD & CALDER, 45 
Rose St., New York. 


SUPPLIES. 


SE “Reliance” absorbent paper on your 
h. INK dries quick as a wink; 

pover amuse. Get samples and prices from F!1NK & 
N, Printers, Sth, near Chestnut, Philadelphia. 


D. WILSON PRINTING INK CoO., Limited, 
e of 17 Spruce St., New York. sell more mug- 
azine cut inks than any other ink bouse in the 








trade. 
Special prices to cash buyers. 


y= sample of Bernard’s Cold Water Maste 

will be sent to any publisher, paper-hanger, 
tcrne, ~ x sprites og ber pe pee ed 
who uses any p d will tert its 
meriis. ERNARD'S AGENCY, ‘Tribune Build- 
ing, Chicago. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. kKecom- 
mended by the best printers for cleanin os 
protection of = For sale vy the 
and manufactured by the DOXO MAN’F’G CO. 
Clinton, Ja, 





PRINTERS’ INK, 
ADDRESSING MACHINES. 


ADVERTISEMENT ‘ENT CONSTRUCTORS. 


RED W. KENNEDY, 171 W 171 Washington St., Chi- 
F cago, writes vertising—your way—his’ way, 
Ras, Photographers—Ask some one 

about our cuts and our writing Lh a 
tisements. ART LEAGUE, 656 Broadway, 


ENRY FERRIS, his EEF) mark 
Advertising Writer and Adviser. 
Drexel Building, uilding, Philadelphia. 
Rn ADWRITING is m; my specialty. Let me 
write yours, Lean ine our business, 
GEORGE 1. SE. ie VOSS. 


2835 Wyoming St., St. Louis, Mo. 


Avr byl w+ pcre pad more. 
Been at it 14 yea: 
JED SCARBORO, 
557a Halsey St., Brooklyn, BY. 


Cs ETS designed, written and engravin 
rnished. Fin ne stationery for tasty people. 


Conenltation free, if pro = 
wants in first letter. AMERICAN PUB. 


Columbus, O. 

eight pages, pages, nice paper, written 
Booklets, -— Pp sant for 1,000, 
$50.00 for 5,000. Send for eampl 

LOUIS F 
Maker of Profitable ini SE, Literature, 
it, near Chestnut, 
Philadelphia. 


paanars your eye em falls upon this may be 
the very one it seeks—viz., the eye of some 
- Par! ehowt ta me bit of Trade Liter- 


CATALOGUE, 
FOLDER! poo the ew of having that— 
whatever it happens Ororghly © “*up-to- 
date” is full oles. 2 AA § an weight given to 
the FACT that in these days only such can pay 
for their distribution. |! make all such things, 
after a manner of my own, and I gain new cus- 
tome:s for my wares by sending Sat _ rm 
that 5 sqeak, for themselves—and for me. If 
in a manner suggestive of poss ble 
a Ahn er will gladly mail you a lot of such 
samples of 4 “doings.” Sending for them will 
cost you nothing and a ou to nothing. 
Shun postal cards when 
No.3. PRANCIS L. MAULE 402 Sansom St., Phila. 








Advertising sing Agencies. 
Atraytiemmentes under this het fy head, two lines or more 


as o Se. = * handed in one 
week in advance. splay t: may 
be used tf devired. 


CALIFORNIA, 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
ARNHART AND debe 3! San ~The a 


people; save pa ome Ate sers by wearin hs sing judi ey 


newspapers, billboards, walls walls, cars, distributing 
URTIS-NEWAAIL CO, 1 CO., Los Angeles, Califor- 
Conk tab. 1896. Place adve any 


at 
oulvioor peanve'éda: Mar RE plane. PACE 
COAST ADVERTISING. 25c. copy; $2 year. 





DISTRICT OF COLUMBIA. 
a gs sy want Ad ay +E) jonting dailies. 
a) r lists and prices. RRELL 
ADVERTISING AGENCY Star Bldg.,Wuash.,D. 0. 


NEW JERSEY. 


AIL order advertising a 5 
STANLEY DAY AGENCY, 


NEW YORK. 


OT AGENCY, 220 Broadway, N. Y. 
Medical journal advertising exclusively. 


jalty. THE 
owmastet, NJ. 


Dery Se , Advertisi nts, 44 Broad 
N. Y. Private wires, n, Phila, etc. 


A's LBERT FRANK & CO., 25 Broad Street, N. Y. 
po —— Sgente. Established 

Boston, jelphia. ron 

ingot ‘all kinds placed in overy pact of the world, 
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ORTH AMERICAN ADVERTISING CORPO- 
RATION, Woodbridge Building, 100 William 
John, New Yo “4 A reliable, 
nized” — advertising agency, con- 
ites. first-c. accounts. Customers reckalily a 
fixed service charge on the net prices 
paid by the Agency 


OH10. 
og~ xy EK, RUNEY, Runey Bidg., Cincin- 
Newspaper, Magazine, ‘Out-aoor 


Adver tising. Printing, ing, Designs, Writings. 


PENNSYLVANIA, 
HE H. 1. IRELAND ADVERTISING AGENCY, 
Established ‘i 
925 Chestnut Street, Philadelphia. 
FOLEY & PORESEGER 
Advertisin; 
1208 Common w: oath ue? ., Phila. 
“ Less Black and White, and more Gray Matter.” 


RHODE ISLAND. 
O. e Sr. AGENCY, Providence—Bright, 
“ad ideas,” magazine, news- 
paper ee 
TENNESSEE, 
pA DAVIS, Springfield, Tenn, Advertise- 
e ment writing, advising, planning, placing. 


aye ADVERTISING CO. (Incorpo- 

ted)—Main Offices. Loaeiy ng Tennessee. 

Out-door eaeetidier dan ntracted for throughout 

the South. Bulletin imag all im 
ign Tacking 


Cut Outs, etc. Distributing, 
Curtain Painting. 
CANADA, 
Dear this advertisin field. It ie, Fag 
= ti ‘aye ba X rr to mediums, 
THE OES: 


BARATS ADVERTISING GENCY, Ltd., Mon- 


A LETTER THAT TELLS 
THE STORY 








The following letter, received by 
THE SCRANTON TRUTH PUBLISH- 
ING Co., from the famous press 
builders, R. Hoe & Co., of New 
York, tells the story: 


New York, Sept. 28, 1904. 
Gentlemen: 

The ay sty Two-Roll Stereotype 
Perfecting Press which we are making es- 
pecially for you will be ready for shipment 
in from two to three weeks. It is the finest 

machine of its kind we have ever turned 
out, and will print THe Trutu at the 
rate of 20,000 copies per hour of from four 
to sixteen pages, all delivered, folded, 
pasted and counted. 

It has all improvements up to date, and 
is a machine of * naea we can be mutually 
and justly proud. 

ith it we shall send a complete set 
of the latest Stereotyping Apparatus, 

Wishing you every success, we remain, 

With best regards, 
Very truly yours, 
R. Hor & Co. 
Tue Scranton Trutu Pus. Co., 
Scranton, Pa. 

This splendid new Hoe Press is 
to take the place of a “Presto” 
web-perfecting press, still in good 
condition and capable of printing 
papers at a high speed, but insuffi- 
cient to meet the rapidly growing 
requirements of THE SCRANTON 
TRUTH’S great and steady increase 


in circulation. 











Bout “Himself” and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is exhausted ; Second Fdition 
now on the press. If your name arrives in 
time, accompanied by "Five Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the “* Letter Shop” ~shoe 

Caxton Block, Chicago 














THE REALTY 
SYNDICATE 


Capital paid in. ..$4,600,000.00 
Surplus....... se» 940,901.86 


Issues Six per cent 
Investment Certifi- 
cates at par. 


_ Office: 14 SANSOME STREET 
San Francisco, CA. 


Energetic representatives wanted in 
every State 

















Over 1,000,000 Copies 


REGULAR 


Over 500,000 Copies 


EXTRA 


will be mailed in weekly 
issues by 


Che Sanday Signet Eas 


up to Jan. Ist, 1905, to the 
earnest, aspiring, practical 
superintendents and _ teach- 
ers of different denomina- 
tions—each copy being read 
by a man or woman deeply 
interested in what it has to 
set before them. 


8oc. per line or $11.20 per inch 
We Shall Be Pleased To Hear From You. 39 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 
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None Better 


Office of THE OxForD Mirror, 
Oxford Junction, Iowa, Oct. 25, 1904. 
Printers Ink Jonson, New York : 

DEAR SIR—We would be greatly pleased to receive your new book 
containing hints for the presserroom, Jf your hints are anything like 
your inks they must be good. Respectfully, 

FRANK KENNEY, 


Send: for my price list and compare it with 
what you pay for inks on credit. I sell the 
finest job inks ever manufactured, put up in 
tubes (any size), for One Dollar alb. or 25 cents 
fora 4% lb. Money back when dissatisfied. 


Address PRINTERS INK JONSON, 17 Spruce Street, New York. 














=Qoy> Worth. 


You appropriate a certain sum every year for adver- 
tising purposes. What you pay for illustrations and 
omng repeenente but a small fraction of the appropriation. 

ether you have poor service or the best that can 
be bought, the cost amounts to about the same at the end 
of the year—often the poor service actually costs more. 

Results are what count, and results depend upon 
your copy. 

Why not have your money’s worth? Why not, 
since it costs little, if any, more, use the very best 
illustrations and copy that can be secured ? 

lf these arguments appeal to you, let us tell you the 
reasons why we can furnish you with this superior 
elass of service. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City, 
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COMMERCIAL ART. CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CAITICISM OF COMMERCIAL ART 


Simplex is an excellent name for 
an electric heater, but the adver- 


tisement here reproduced and 
designated as No, 1 is altogether 
out of line with the name of the 
article it advertises. This illustra- 
tion is not at all adapted to the 
quarter page magazine space in 
which it appeared. It was a good 
idea to show the heater in connec- 








is designed for quickly heating water, milk 


aod other liquids. ost useful for nur- 
sery or sick room;~for quickly making a 
‘a-cup of tea or for shaving. ‘ 
“Simply detach ‘bulb, attach plug, and in 
three-minutes water boils. Made of nick- 
eled copper, tinned inside, It is so simple 
it cannot.get out of order. Sent complete 
with plug and 5% foot cord, prepaid, for 
$5.00. If.not satisfactory, we return your 
money. 
Send for our free book on Electrical chaf- 

ing dishes, stoves, smoothing irons, heating 

pads, and hundreds of other novel articles, 

which may be found at all dealers. 


Simplex Electric Heating Co. 


CAMBRIDGE, MASS. 
MUNADNOCE CUILVING, CHICAGO. ILL. 











ree 


tion with an electric lamp, but the 
execution spoils the idea. 

The lettering is largely respon- 
sible for the confusing result. 
Shaded letters, clay modeling, or 
imitations of it require large spaces 
and bold treatment, or the highest 
degree of simplicity, in order to be 
effective. 

There is nothing particularly or- 
nate about the illustration marked 
No. 2, but it has obvious advan- 
tages over No. 1 in the way of sim- 
plicity and strength. 

* * * 

This Lowney’s Breakfast Cocoa 

advertisement appeared in St. 





INK WILL RECEIVE, 


4t 





33 UNION SQUARE,N.Y. 
FREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 







Nicholas. It is highly appropriate 
for children’s magazines. It in- 
troduces a fairy tale in a way that 
will interest the little folks, and 
the advertisement for Lowney’s 
Cocoa is brought in with a delicate 
touch which does not detract from 
the interest of the little story. 
Children’s magazines are good 
advertising mediums, but it should 








J: 


INDISPENSABLE WATER HEATER 


No2 


be borne in mind that they are read 
by children, and copy which is 
suitable for publications read by 
adults is very frequently unsuit- 
able for juvenile magazines, It is 
of just as much importance to in- 
terest and impress children as it is 
their elders—if you expect to stay 
in business permanently. 
Advertising that appeals to 
children and impresses them 
strongly is bound to be valuable 
in days to come, if not at the pres- 
ent moment. Of course, children 
have a good deal to say about what 
shall be bought, anyway, and it is 
of importance to create a desire in 
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their minds and enlist their in- 
fluence. Pretty soon they will be 
grown up, and seeds sown now 
will bear fruit. 

Children are always interested 





The Eleven White Swans 
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"Jowhleys BREAKFAST COCOA 


cunrin 3 at tae pep ono 15 ee ngs 
oe- Pt em ant el Aegean Rare Commie tong, eet fone, 
THE WALTER Wi. LOWNEY CO. BOSTON. MASS. 

















in pictures, and, as a general thing, 
the pictures which interest older 
people will interest them, but in 
the quesion of copy, it is, of course, 


Pare as ee Pines 


The refreshing and 
invigorating influence 
of the Pine Forest 
is felt whenever 


| is ued. ‘A perfect cleanser, 

soothing, healing and anti~ 

septic, this soap has no 

equal for Bath and Shampoo, 
The Seasidard for the 





different, and their preferences, 
likes and dislikes, should be given 
due weight. 

* * x 


If there is anything more dis- 


mal, forbidding and_ dispiriting 
than a pine forest, it is not to be 
found in these latitudes. A few 
minutes in the pines will convince 
the most cheerful optimist that life 
is not worth living, and, conse- 
quently, a view of the pines ig not 
a particularly happy illustration 
for an advertisement. 

This advertisement of Packer's 
Tar Soap gives us a glimpse of the 
pines in ye pease gerry gloom- 






iness, and, while it catches the eye, 


it is not, as the advertisement. 


states, either refreshing or invig- 
orating. 

The ad of Fairbank’s Tar Soap is 
much better. The pine effect in 
the background is sufficiently sug- 
gestive of the pines and they stand 
in relief against a glorious sun- 
burst which counteracts their chill- 
ing influence, 

* % * 

This little advertisement of the 
Piedmont Furniture Company oc- 
cupied two and one-half,inches in 
“The House Beautiful.” This is an 
excellent cxample of the wise use 
of a small space. Notwithstanding 
its limited proportions, this adver- 
tisement stood out strong and 
clear, and the illustration shows 
the article advertised in use in an 
interesting way. It would be diffi- 
cult to get a better effect in a little 
space, 

The advertisement of the Betsy 


























Ross Rug appeared in the same is- 
sue of the same publication, oc- 
cupying seven lines less space and 


u A 








Red Cedar Chests 
Absolutery Moth Proof 
One of our RED CEDAR CHESTS makes a most: 


Panchome ah 5 
delight 
with heavy locks telinmings andeastor-,; will last lifetime. 
Made in five sizes. Prices very low. 
Shipped trom factory to home on approval. 
Write for Looklet, full information and special factory 
Prices. Ask also for general Furniture Catalog. 
PIEDMONT FURNITURE CO. 
Dept. A. STATESVILLE, N. C. 





being seventy times less commend- 
able. Perhaps the advertiser 
thought that this advertisement 
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was something remarkably dainty 
and artistic. In a larger drawing 
perhaps it did present an attractive 
appearance, but in this space.it is 
weak and futile, indeed. 

An advertisement of this kind is 


PWOMRATH BROTHERS Au 
CS 2 WCOMPA! 
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POTTERY FReM 
NEWCOMB COLLE: 
MERRIMAC POTT! 
Low TILECe 
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unlikely to be read by anybody, 
or to be noticed by anyone except 
those who are looking for freaks 
and queer effects. 











‘Continuous Counter Check-Books )- 


Patent for such soon running out, we offer the 
American and Canadian 
Patent of far improved and better machine for sale. 











a Apply to Moriz & Kummer, Berlin C. 25, Germany. oe 
AAS ELEM 

















letter-heads, envelopes, etc., free. 


secure another. 


Established 1880. 


Automatic 5341. 





THE MINT 


Makes money without advertising. No one else can. 
We offer the readers of Prihters’ Imk our 60-page catalogue of 
mailing lists, samples of imitation type-written letters, 
Having been engaged in this busi- 
ness for 24 years, we are experts and have perfected the only system 
for furnishing Imitation Type-W ritten, so closely resembling 
the original that they are used by Banks, Wholesale Houses, Manu- 
factirers and others as personal letters. Our mailing lists, cor- 
rected weekly, consist of all classes of people subdivided under their 
proper headings, such as Merchants, Manufacturers, Bankers, Farm- 
ers, Ladies, Teachers, Investors, Mail Order Buyers, etc. Ask for 
information regarding anything you want or contemplate doing in 
the circular advertising line. Send to-day for our catalogue. 
You would not let it pass out of your possession if you could not 


Trade Circular Addressing Co. 


Long Distance ’Phone Central 1341. 








125 Clark Street 
Chicago, Ill. 































PRINTERS’ INK, 








READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








An Anaconda, Montana, friend 
of Printers’ INK reports that Sy- 
mons’ Department Store, of Butte, 
used a full page in the Anaconda 
Standard to announce the sale of 
ten thousand crisp, new one dollar 
bills at ninety cents each—one to 
each customer on a certain day. 
The scheme isn’t new, but it may 
ibe just as good for all that, in a 
town where it has never been used. 
On the face of it and at first blush 
it looks like a deliberate purpose to 
give away a thousand cold plunks 
in a single day, but it isn’t. To 
begin with it is somewhat unlikely 
that any store in a city the size of 
Butte (30,470 population) can at- 
tract ten thousand customers in 
one day, and certainly no great 
number of people could be expect- 
ed to pay car tare from Anaconda 
to Butte for the sake of buying a 
coilar bill for ninety cents, es- 
pecially when it is taken into ac- 
count that only those who first 
make a purchase are entitled to the 
discount on Uncle Sam’s good 
money. Of course, the idea is that 
instead of a loss—-instead of actual- 
ly giving away a thousand dollars 
—the store will make a very re- 
spectable net prcfit, or, at the very 
least, quit even; that the novelty 
of buying a dollar bill for ninety 
cents will attract a crowd and that 
a good proportion of those at- 
tracted will buy goods the profits 
on which will much more than off- 
set the ten per cent discount on 
the greenbacks. The whole 
strength of the scheme lies in its 
novelty, for no great amount of 
excitement would be created by 
an offer to give ten cents with 
each purchase for one day, which 
is practically the same thing when 
you boil the proposition down to 
its lowest terms. In fact, to those 
who analyze it, such an offer will 
seem ridiculous and belittling, the 
more so because of the noisy, 
spread-eagle announcement at the 


head of the page, which reads as 
follows: 
GREAT AMERICAN MONEY SALE, 

An innovation in the mercantile world 
originated by the Symons Store and pre. 
senting a value the matchlessness of 
which no one can question, 

10,000 United States Dollars To Be 

Sold On Thursday at goc. Each, 

Special booth in center of ma.n floor— 
one to each customer—on sale ail day 
long. 

Search carefully the history of mer- 
chandising and you'll find no event to 
parallel this. It is in a class by itself, 
a world-beating, record-breaking occa- 
sion; powerfully attractive because it 
offers an article of known worth for a 
smaller price than this article has ever 
been sold before. 10,000 United States 
dollars at goc. each. Crisp, new American 
bills, they are, right from the treasury, 
every one worth a hundred cents, 
10,000 United States dollars at goc, 
each. This most aggressive and en- 
terprising of all Western concerns asks 
its clients and the people of Butte and 
the vicinity to share in the financial 
benefit of Thursday’s triumphal distribu- 
tion. 

United States Dollars, Each goc. 


The “triumphal distribution” of 
ten cents to each person who first 
buys something on this “world- 
beating, record-breaking occasion” 
certainly isn’t a thing to be lightly 
passed up, and the person who fails 
to take acvantage of this “match- 
less value” is a candidate for the 
foolish farm. Anyhow, that’s the 
way it looks at long distance. The 
balance of the page is taken up 
by ‘‘A hundred sensational _ bar- 
gains during Thursday's Won- 
drous Money Sale,” but these, no 
matter how worthy they may be, 
are subordinated, and dwarfed into 
comparative insignificance by the 
aforesaid “triumphal distribution.” 
The scheme jis perfectly legitimate, 
it isn’t a question of fairness; it’s 
just a question as to whether it is 
good business for a store, and 
especially a big store, to make such 
an all-fired racket about a proposi- 
tion that turns out to be so_pick- 
ayunish when subjected to a few 
minutes’ examination. And this 
seems an opportune time to say 





that this department _ neither 
“jollies” nor “roasts.” Its only 
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purpose is to improve retail adver- 
tising—to build up rather than to 
tear down. But when a big store 
does an ill-advised thing, a hun- 
dred smaller stores are going to 
do the same thing without taking 
any particular thought of the mor- 
row and the reaction that so often 
comes with it, and Printers’ INK, 
having the interests of the small 
retailer very much at heart, must 
occasionally hand him an example 
of what not to do. You can 
always safely figure that it is better 
to make a lasting, favorable im- 
pression on a few, even if it costs 
you something, than to make a 
negative or passing impression on 
many and come out even or make 
a little. If you are really willing 
to lose money—that is to “give up” 
something worth while in order to 
get quick attention and make a 
lasting impression that you can 
turn into profits later on, there’s 
no better way to do it than by mak- 
ing values that you can really en- 
thuse over in your ads and over 
the counter, along the lines of the 
article on the problems of the re- 
tailer on page forty-four of Print- 
ERs’ INK for October 19. And 
when you do hand out anything 
good, hand it right out as though 
you wanted to, even if it makes 
you wince a little; don’t hitch a 
big sting to it; don’t try to make 
it appear that you are doing some- 
thing wonderful and stupenduous, 
when anybody with a cent’s worth 
of sense can figure out, on your 
own statement of the case, that 
you're making a great deal of noise 
about nothing. 
3 For a Restaurant. 





 Reméinber to 
Dine Here on 
Sunday. 


Another of those famous 
soc. Table a’Hotes will be 
served from 1.30 to 6 p. m. 
Best meal of the week you'll 


say. 
Stop in for a Club Break- 
fast any day. 25¢., 30c., 35¢. 
STERNE & WATSON, 
508 Ninth St., 
Washington. D. C. 
The best appointed Cafe 
and Confectionery in Town. 
*Phone, Main 1622, 
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A Good Way to Announce the Arrivat 
of a New Shade. in Clothing. 





Thursday, September §8, 
1904. 


“ Brown’s in 


Town.” - 


You will warm up to the 
new shade of brown suits 
cut single and double- 
breasted, the newest feat- 
ure of Fall suit styles, 

Our tailors put in their 
best work on the line of 
browns we _ show at $15. 
Fitting qualities superb; 
style the smartest; suits most 
satisfying. 

You are invited to see 
these and other Fall suits 
and top coats now on view. 

Brown in hats too— 
Derbys and soft hats in the 
approved fashions, Crofut & 
Knapp makes, $2 and $3; 
Stetson make, up to $4. 

Everything boys need to 
wear to school is ready to 
wear, here. Our prices are 
never high. 


MEIGS & CO., Ince., 


Head-to-Foot Clothiers, 
91, 93 and 95 Church St., 
New Haven, Conn. 











Chucking a Bomb Into the Enemy’s 
Camp. 





I Undersell the 
“Drug Trust” 
Druggists 


on medicines and toilet ar- 
ticles. 

I am satisfied with a fair 
— on medicines and toi- 
et articles, and for that 
reason [I have remained out 
of the combination of local 
druggists, whose aim it is to 
maintain high prices. Here 
are some anti-trust prices: 

Cascarets, 25c. size, 20¢.; 
50c. size, 40c. 

_Fletcher’s Castoria, 35¢. 
size, 20c. 

Electric Bitters, soc. size, 


35¢- 

Lyon’s Tooth Powder, 
25c. size, 

Orrine, 0 4%, $1 size, 


5c. 
Oirrine, No. 2, $1 size, 


75¢. 

Munyon’s Paw-Paw, $1 
67c. (3 for $2). 

All Munyon’s 2s5c. Rem- 
edies, 17c. 3 for 50c. 

J. W. JENNINGS, 
Not in the Drug Trust, 
1142 Conn. Avenue, 
Washington, D. C. 
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Mr. Ruhl Knows How to Write Ads. 





r 





Be Always “Next” 


You save time, annoyance 
and money by shaving your- 
self. 

The art is not hard to ac- 
quire if you have the proper 
equipment. Safety razors 
are especially desirable for 
those who lack the knack to 
use the old style. We have 
both. Star safety razors, 
sold regularly for $2.00; 
our price, $1.25. 

Allentown razors: $1 kind 
for goc. $1.50 kind for 
$1.05. $2 kind for $1.50. 
$2.50 kind for $1.90. 

Shaving soaps: Co'gate’s 
Barbers’ (round), 5c. Yan- 
kee 12c. Cuticura, 15c. Easy 
Shave (cream),15c. Colgate’s 
Stick, 15c. ,/illiams’ Stick, 


20¢. 

Other helps: Bay Rum, 
half pint bottle, 25c. Witch 
Hazel, pint bottle, 25c. Flori- 
da Water, 4oc. Talcum 
Powders, from roc. to 25¢. 
Strops, from 22c. to 75¢. 
Lather Brushes, from toc. 
to 45¢. 


RUHL’S DRUG STORE, 
Manheim, Pa. 








Good One for a Business College. 








Are You Satisfied? | 


Are you content to plod 
along, doing  uncongenial 
poorly paid work? 

Are you satisfied with the 
present? Or have you a 
spark of ambition—a desire 
to better your condition, to 
rise apove your fellows? 

Then let us make you a 
business specialist. 

Set your mark high! Re- 
solve to press forward and 
upward day by day until the 
goal of success is reached. 

Right now, while you are 
young, is the time to lay the 
corner-stone of fame and 
fortune. A thorough, prac- 
tical businéss education is 
the foundation on which you 
can raise the mighty super- 
structure of success. Begin 
laying that foundation now. 

We teach Bookkeeping, 
Stenography, _. Typewriting, 
Penmanship, English, Com- 
mercial Law, Arithmetic. 
Write to-day for free illus- 
trated catalogue. 

BRYANT & STRATTON 

SCHOOLS, 


No. 105 W. Genesee St., 
Buffalo. 











Time to “Coal Up?’ 





Purpose 


Our Coal means the high- 
est quality in coal of every 
kind, hard and soft. Coal 
for the furnace, coal for the 
grate, coal for the range, 
coal for the stove. ‘The best 
furnace coal, the best grate 
coal, the best range coal, the 
best stove coal. Our coal is 
the epitome of coal goodness. 
We know coal quality and 
nothing but the best is good 
enough for our customers. 
It’s the continuous customer 
whose trade is profitable. 
This great business of ours 
is built up from the patron- 
age of continuous customers. 
We want to add your name 
to the list. 
Telephone 617-2. 

We deliver promptly to all 

parts of the city. 


FRAYER & FOSTER, 
446 Asylum Street, 
rtford, Conn. 


| For Every eM 





Very Good. 





A Proposition to 
Property Owners. 


There are any number of 
reasons why it is best to 
have an agent attend to the 
renting of your property— 
and as many more why we 
should have that agency. 

We have facilities for 
calling property to the at- 
tention of probable tenants 
that are unequaled. The 
department is in the charge 
of a man thoroughly versed 
in all questions pertaining to 
the management of real es- 
tate. We have numerous 
applications for -houses of all 
sorts, for tenants look to 
this office, as buyers and 
sellers of property do, as the 
one most likely to meet their 
demands. 

We can rent your houses 
to good tenants. We’ll man- 
age the property so that it 
will pay the greatest possible 
amount of interest on your 
investment. 

Tenants and owners alike 
find advantage and conven- 
ience in dealing with this 
office. Let us have your 
houses to rent. 


MOORE & HILL, (Inc.), 
717 14th Street, 
Washington D. C. 
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Just a Few Words About Prices Would 


Have Placed This One Almost Be- 


yond Criticism. 





There's a Top 


Coat 


here that you should look 
at—and try on—before you 
make up your mind, 

It's a “Right Length” 
Coat and comes in hand- 
some shades of brown, neat 
gray mixtures—and_ black. 

It’s the most stylish gar- 

ment we have seen in many 
a day. 
If you would wear better 
clothes than you did last fall 
let us dress you—from ankle 
to crown, 


MAHER BROTHERS, 
Where Lafayette and Seneca 
Streets meet. 


Utica, N. Y. 








Suggests Solid Comfort and Tells 


Cost. 





A Cheerful Blaze. 


During the Fall and early 
Winter, a bright, comfortable 
fire in your open grate or 
fireplace made of Cannel 
Coal will please you. It 
might almost be said that 
this Coal was made especially 
for fire hearths. No dirt, 
no dust, no trouble. <A few 
pieces when kindled produce 
a delightful fire. You'll 
like to sit and watch it. 

500 lIbs., which gives you 
a great many fires, cash 
price, delivered, $3.32. 

’Phone 123-3. If Busy 
Call 250. 


STAPLES COAL CO., 


Crocker Building. 
Taunton, Mass. 





For Real Estate. 





The Doors of 
Opportunity 


are always open to those who 
observe, and act upon what 
observation reveals. 
Observation of West Read- 
ing’s situation and growth 
will reveal to you splendid 
chances of profit in Real 
Estate, there. < 
The West Reading lots we 
are selling can be had upon 
such liberal terms that no 
one need hesitate to invest. 
Ask for map and descrip- 
tive circular. 











the 








Excellent. 











Buy Hera 
Healthy Home. 


Your bride to be, your 
bride that is, or your bride 
that was, should have a con- 
venient home in _ healthful 
surroundings. You need it 
as much as she, and if little 
ones come they will need it 
more than you. Get away 
from the noisy, crowded city 
with its impure water, taint- 
ed air, shrieking whistles, 
clanging bells and _ dirty 
streets. 

At Fairmount Heights you 
can have quiet and refresh- 
ing rest in pretty surround- 
ings at the highest elevation 
in Philadelphia. There are 
green lawns, clean streets, 
pure air free from malaria, 
cool artesian water, perfect 
sewerage, electric light or 
gas, two churches, large 
public school, public library, 
shady floral park, and no 
factories of any kind. Twen- 
ty minutes by trolley to 
Philadelphia; ten minutes by 
the Reading. Forty trains 
daily. 

On our monthly payment 
lan you can buy a cheerful 
ome at just a little bit 
more than you would pay 
for rent. How many years 
have you been throwing 
your money away? Stop it 
immediately and buy one of 
our Pompeiian brick houses. 
They are fitted with every 

convenience—gas or coal 
ranges, steam heat, concrete 
cellar, tiled bathroom, sta- 
tionary washtubs, electric 
light or gas, china closets, 
large closets in each bed- 
room, every room well light- 
ed, open fire place, open 
lumbing, largs airy porches. 

very portion of our houses 
is built to make housekeep- 
ing easy. Prices range trom 
$3,000 to $7,000. Our Blue 
Book gives fuller descrip- 
tion, map. pictures, etc. It’s 
free. Send for it now. Or, 
better yet, be our guest at 
Fairmount Heights next 
Saturday afternoon. Shall 
we send you a free ticket 
with particulars? Address 


FAIRMOUNT REAL ES- 
TATE Co., 


Dept. A, 914 Chestnut St., 
Philadelphia, Pa. 




















HAS NO RIVALS. 
“THE PHILADELPHIA ITEM, 
Daily, Sunday. 
PHILADELPHIA, Oct., 31, 1904. 
Editor of Printers’ Ink: 

I will accept your offer provided you 
give me either the first or last pages, 
(the former preferred) and pubiish the 
enclosed communication free of charge, 
and without comment in the same issue. 

If you give me fair play, you will get 
more advertising from us, and also 
ought to stir up.our rivals (if we have 
any, which we don’t admtt.’ 

ruly, 
HARRINGTON FITZGERALD, Manager. 


” 


The editor of PRINTERS’ INK could 
not see his way clear to accede to the 
wishes of Mr, Fitzgerald, and the 
answer below was dispatched to Phila- 
delphia : 

THE Printers’ INK PUBLISHING CO., 
Offices: 10 Spruce Street, 
New York City, Nov. 1, 1904. 
Mr. Harrington Fitzgerald, Publisher, 
the Item, Philadelphia, Pa.: 

My Dear Sir—Your courteous note 
with enclosure for publication, is at 
hand. 

While I am always willing to assist 
———, to make their advertising in 

RINTERS INK profitable, I must re- 
spectfully decline to accept your propo- 
sition. Kot so much perhaps for what 
your enclosure contains but for the prin- 
ciple involved. No self-respecting edi- 
tor will accept reading matter or letters 
for publication and waive the right to 
comment upon them. 

If you offer the Little Schoolmaster 
advertising patronage under conditions, 
you waste your efforts, and if you are 
not willing to give business on a straight- 
forward basis, you are certainly not 
obliged to do so. What you say in the 
letter you want me to publish you can 
state in your own advertisement just as 
well and, if your statements are true, 
they would be thus even more effective. 

The first page of Printers’ INK is 
engaged for every issue for a iong 
time, so I cannot offer it to you. The 
last cover page, price $80 per issue, is 
open for some issues each month, and, 
at this moment, it is opcn for the issue 
of November oth. If you care to take; 
it, send order and copy by return mail, 
as I am going to press to-morrow. 

Yours respectfully, 
THE Printers’ INK PUBLISHING Co., 
Chas J. Zingg, Editor and Mgr. 


The communication which Mr. 
Fitzgerald wishes published free of 
chargein PRINTERS’ INK, and without 
comment thereon, follow. here : 

PROVED CIRCULATION 
THE PHILADELPHIA “ITEM” 
PLAINS ITS METHODS TO 
THE ADVERTISER. 
PHILADELPHIA, Nov. 1, 1904. 
Editor of Printers’ Inx: 

Some publishers claim airculation; 
few prove it. The Philadelphia Item is 
the only paper in the “Quaker City” 
that does it. : ’ 

FIRST—A_ sworn circulation state- 
ment is furnished advertisers every six 


EX- 


PRINTERS’ INK. 











months. This has been done for fifteen 
years, and, although Geo. P. Rowell & 
Co., offered One Hundred Dollars to any 
one who could disprove. it, it has never 
been done. 

SECOND—The Paper Company fur 
nishes advertisers with a statement cor. 
roborating the amount of paper used. 

THIRD—The Philadelphia Jtem has 
had a_ standing offer for two years, of 
Five Thousatia Doilars ($5,000) that it 
not only has the largest Daily Circula. 
tion, but that it has more than three of 
the Sunday papers combined which of- 
fer has never been accepted. 

FOURTH—The United States Goy- 
ernment, according to law, has awarded 
the Philadelphia ) Pos the contract for 
publishing the list of ‘“Uncalled for 
Letters” on account of its having the 
Largest Circulation. 

I think the above is ample for any 
reasonable advertiser. 

The Philadelphia Item 1s one of the 
wealthiest papers in America. It owr- 
one of the largest and best Hoe printing 
plants (in two buildings) which has 
been completely paid for out of the 
profits of the business. It owns and 
runs fifty Wholesale Delivery Wagons 
every day, equal to a big Department 
Store. 

The Item is fifty eight years old, and 
was never more prosperous. 

“The Item leads; others follow!” 

Yours truly, 
HARRINGTON FITzGERALD, Mgr. 
SE 





A “DERRICK,” 








